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[Established 189r.] 


The Woman’s Farm Journal 


Is building for the future. We are after permanent 
business, and the best way to get permanent busi- 
ness is to make business permanent, No advertiser 
can use a paper long if it doesn’t pay him, and no 
advertiser will drop a paper that does pay. We 
realize that it is up to us whether you become a per- 
manent advertiser or not—if you will give us a trial. 
A keyed ad in the Woman's Farm Journal will prove 
several things—among them, that we are not talk- 
ing for effect. 



















Thearrival of THE WOMAN’S FARM JOURNAL 
is the event of the month in over 


500,000 Farm Homes 


The wise advertiser appeals to the women—Men 
must work and women must buy—They will buy 
anything that is worth the price asked. 

HALF A MILLION pay in advance for the 
Woman's Farm Journal. If your article is worth the 
price there is no doubt of the result. If investiga- 
tion shows our claims to be untrue, your ad costs you 
nothing. Our rate of $2.00 per line is comparatively 
low when circulation and results are considered. 
Write for rate card showing discounts. 


FEBRUARY FORMS CLOSE FEBRUARY ist. 


The Woman’s Farm Journal 


(Established 1891) 
St. Louis, Missouri 


Western Representatives Eastern Representative 
Geo, B. Hische, Hartford Bldg., Chicago A.A. Hinkley, Flat Iron Bldg., New York 
J. Burton Warren, Hartford Bldg., Chicago 
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3 Butterick Motta 





: One good dog will 
catch a hare; 4 


dozen poor dogs 
a] won’t. 


at 


| vertising 
©] Success by 
jusing the 
e}one best 


| of media is 
inot com- 
|pensated 
| for bynum- 
bers. 


THE BUTTERICK TRIO 
Is the Largest and Best Medium 


We know it reaches 1,350,000 families each month, for 
$7.00 a line; this is a big enough circulation to catch] ) 
your hare for you without the help of other media 
For pointers how to use the Trio write to 


THOMAS BALMER, Advertising Manager 


17 West Thirteenth St., New York 
W. H. BLACK, Western Adv. Manager, 200 Monroe Street, Chicago, Ill, 
The April issue for which we are now taking copy, appears 


March 10th, and forms close February 10th 
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MR. BALMER. 


Thomas Balmer, advertising 
manager of the Butterick publica- 
tions, is a force rather than a per- 
son. If he were a chemical force 


he would be known by a symbol. 

That symbol would be a large, 

black, unavoidable question mark: 
= 


i 

Mr. Balmer is an irritant force 
under certain 
conditions. A 
man who 
knows some- 
thing of ad- 
vertising by 
ex perience, 
but who does 
not know Mr. 
Balmer, re- 
ceives an 
electric shock 
on coming 
into his zone 
of influence. 
Most men go 
about with a 
set of opin- 
ions that 
have never 
been severely 
tested. They 
answer for 
all ordinary } 
occasions. 
Mr. Balmer 
tests these 
Opinions, at- 
tacking the 
most casual 
* $tatement 
with direct 
questions 
that are not easily answered. It is 
discomforting to be driven into 
examining all one’s opinions and 
experience, rejecting many that are 
errors. The cock-sure superficial 
man, brought to the point where 
he must choose between his opin- 
tons and Mr. Balmer, will reject 
the latter. But there is plan and 
purpose in Mr. Balmer’s inquiries. 


NEW YORK, JANUARY 27, 1904. 


MR. THOMAS BALMER. 


No. 4 


The man of discernment soon sees 
that he is animated by a desire for 
knowledge, not controversy, and 
that there is a great deal of kindli- 
ness and tolerance behind his brist- 
ling questions. 

Thomas Balmer is an Irishman 
by birth, and as he was born in 
1848 at Belfast, and is fifty-six 
years old, it is a natural error to 
class him in the elder school of ad- 
vertising. He 
is really of 
the young 
school, how- 
ever, for his 
advertising 
e x perience 
dates back no 
further than 
1891, when 
he became 
the manager 
of the West- 
ern office of 
the Curtis 
P ub lishing 
Compary. 
Hiseducation 
was com- 
pleted in 
King’s Col- 
lege School, 
London, and 
the Lycee 
Napoleon, 
Paris, where 
he spent two 
years. Fol- 
lowing this 
schooling he 
worked in his 
father’s linen 
mills at 
Drogheda, Ireland, until 1869, then 
came fo the United States with the 
purpose of assuming the manage- 
ment of one of the American linen 
mills then struggling to establish the 
industry in this country. When Mr. 
Balmer arrived, however, the linen 
manufacturers were closing down 
and coating their machinery with 
preservatives. Nor to this day has 
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linen been manufactured to an ex- 
tent that makes the American miils 
competitors of those in Ireland, 
Scotland, England, France, Bel- 
gium and Holland. Climatic pecu- 
liarities stand in the way of the 
production of fine grades of flax, 
and the technical side of spinning 
and weaving has also béen an ob- 
stacle. As manager of the factory 
in Ireland, Mr. Balmer had become 
familiar with methods of market- 
ing. When met with the unfavor- 
able conditions in this country. he 
went into the linen department of 
a New York retail store, where for 
a year and a half he came im con- 
tact with the consumer. In 1871 
he entered the grocery trade in 
Richmond, Va., later opening a 
second establishment in Baltimore, 
dealing in the fine grades of goods. 
From 1871 to 1876 he lived in 
Richmond, and thereby became 
familiar with the manufacture of 
tobacco, which has been the “gen- 
teel” occupation in the Old Dom- 
inion any time these two and a half 
centuries. After the panic of 1876 


he began manufacturing tobacco, 


and was successful until a reduc- 
tion of the stamp tax upon it swept 
away most of his capital. Disgusted 
with questionable methods of in- 
fluencing legislation, he went to 
Philadelphia and entered the em- 
ploy of a_ wholesale tobacco 
firm that had been agent for 
his own product. The house 
was also agent for Blackwell’s 
Durham, and in a_ short time 
Mr. Balmer became Chicago man- 
ager of the Western department, 
in which his own sales exceeded 
$500.000 a year. During ‘the fol- 
lowing thirteen years he sold man- 
ufactured tobacco, traveling and 
learning all the intricacies of re- 
tail trade, meeting drummers in all 
lines of business and extracting in- 
formation from them by means of 
his unfailing talisman, the question 
mark. 

In 1891 Mr. Balmer decided that 
he wanted to make another change, 
entering a business where his ex- 
perience and ability would be cap- 
ital. Three lines were taken under 
consideration—real estate, life in- 
surance and advertising. The real 
estate boom in Chicago was per- 
ceptibly declining then, and that 


occupation was rejected. As he 
had never been a clubman he cogs 
cluded that he would be at a dis. 
advantage in the life insurance 
field. This left advertising as g 
Hobson’s choice. Seeing an ad. 
vertisement in the Chicago Herald 
for a man in the Western office of 
the Curtis Publishing Company, he 
wrote to Mr. Cyrus K. Curtis, 
whom he had met on his travels, 
His appointment followed, and he 
went to work as the successor to R, 
S. Thain, the then Western man- 
ager of the Ladies’ Home Journal, 

When a green man joins the 
staff of a publication, it is the usual 
thing to instruct him. Mr. Balmer 
refused instructions. He wanted 
his own point of view. During the 
first three months he did no solicit- 
ing at all, but began a study of the 
files of the Ladies’ Home Journal, 
Taking the advertising pages of 
the magazine for the year before, 
he tabulated all the advertisers, 
Another tabulation was made for 
the current year. When the two 
were compared, he found that 
dozens upon dozens of advertisers 
in the first list were not in the 
second. They had dropped out and 
were, presumably, failures. His 
business experience of nearly a 
quarter century had taught him 
that the most important thing to 
know in any line was what couldn't 
be done. Success was instructive, 
but no man could be capable of an 
undertaking until he had found out 
what had been attempted in that 
field and proved a failure. Here 
was a record of failures in the field 
he had entered. It brought up a 
large, black, unavoidable question: 

WHY ? 

He began .an investigation of 
600 advertising failures, probing 
for the causes, and after exhaustive 
correspondence and study managed 
to set down what he considered | 
the three chief causes of adver- 
tising death in the magazines. 

First—The Single Insertion. A 
large percentage of business men 
who had been persuaded to begin 
advertising went no further than 
one insertion as a “trial” of adver- 
tising. Many of the little moral 
stories of advertising success were 
tales of wonderful results secured 

(Continued on page6J™ | 
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Little Lessons in Publicity—Lesson|19.j 


To Have and to Hold. 


To have business and to hold it, you must necessarily advertise. General 
advertisers selecting the following cities as publicity points and using the 
result-producing paper in each, are certain of having and holding business. 
Here are the aavertisers’ trade winners that you should well bear in mind in 
making up your 1904 lists: 


THE NEWARK NEWS 


Newark, N. J., has the distinction of ang the wealthiest city of its size in America. 
A thrifty population of over 245,000 practically depends on the Newark News for the 
latest news and the announcements of wide-awake advertisers. If you would have and 
hold your portion of business in this busy city don’t overlook this medium. The News 
has a Sunday issue. 


THE MONTREAL STAR 


Canada offers a wonderful inducement to the progressive advertiser and Montreal, the 
largest city, is the best publicity point. The Montreal Star, *‘ Canada’s Greatest Daily,” 
is one of the finest a vertising propositions in America. Largest English circulation in 
Canada and larger than that of all other English dailies of Montreal combined, 














The Great Northwest never before has seen such prosperity as it now enjoys. Minne- 
apolis is the largest city and, as the Minnesotans long ago voted The Minneapolis 
Journal ‘‘ The Great Daily of the Great Northwest,’ more need not be said to direct 
the most discriminating advertiser to the best medium in this section. Use The Minne- 
apolis Journal and have and hold business in the Great Northwest. 


THE WASHINGTON STAR | 


is the requisite to a successful campaign at the Nation’s Capital, in that this paper com- 
pletely covers Washington and is read by more buyers than all the other local dailies 
combined. Any other advertising there is largely duplication. Use The Evening Star 
and you will have and ‘hold business at Washington, D, C 


THE BALTIMORE NEWS 


the y afternoon daily pub- 
lished there and covering a field that three morning papers divide. Baltimore is the Gate- 
way to the South and is a particularly good publicity point for general advertisers. You'll 
have and hold your share of Baltimore business if you use The News. 


THE INDIANAPOLIS NEWS 


There is hardly a general advertiser in the country who is not ac uainted with Indiana 
through The Indianapolis News, ‘‘ The Great Hoosier Daily.” his paper completely 
covers Indianapolis and Indiana and is a standard proposition with advertisers who have 
and hold a goodly portion of business in this section. 








occupies a os position in Baltimore, being practically the onl 











' M. LEE STARKE, ‘on Aha 
NEW yore” % Mer. General Advertising. CHICAGO. 
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from the single ad by men who 
had starved themselves to pay for 
the space. Some of these stories 
were true, perhaps. All of them 
were pretty. They were popular, 
and had created an impression that 
the single insertion was a decisive 
test. But Mr. Balmer’s investiga- 
tions showed that advertising did 
not begin to pull until several in- 
sertions had been made and the 
idea well grounded in readers’ 
minds. Size of space made little 
difference. Single insertion of a 
page ad only made a more ex- 
pensive failure than that of an inch. 
The folly of the single insertion 
became so evident that he resolved 
not to accept advertising on that 
basis unless it were simply a trial 
ad in a series to ascertain Lest 
methods. 

Second—Too Small Space. Tab- 
ulations of the spaces used by both 
successful and unsuccessful adver- 
tisers showed that the latter, nine 
times in ten, attempted to create 
an initial impression with less than 


one-half the space used by success- 
ful advertisers to maintain an im- 
pression already created. Some ad- 
vertisers attempted to market new 


articles with skimpy spaces. An- 
other prime cause of advertising 
failure was imitation of successful 
advertising, the imitator attempt- 
ing to compete with established, 
successful advertisers on a third 
the space they had found necessary. 
Too small space was as fatal in 
continuous advertising as in single 
insertions. 

Third—Lack of Follow-up Facil- 
ities. Nobody seemed to know 
much about taking care of results. 
Ads were seldom keyed. The ad- 
vertiser with a small appropriation 
gave least attention to follow-up, 
whereas he should have given the 
most, of necessity. 

Any one of these defects in ad- 
vertising was sufficient in itself to 
bring disaster to the advertiser, 
and had done so in many of the 
cases diagnosed. Then what 
chance did an advertiser stand of 
success when two or all three were 
present in his campaign? Nothing 
better than the chances of great 
good luck, or about the chance that 
makes for the recovery of a pa- 
tient with tuberculosis, typhoid and 


appendicitis in conjunction. When 
Mr. Balmer had deduced these 
principles he began to apply them 
to advertising in the Ladies’ Home 
Journal. The principles are plain, 
Applying them was not easy. The 
“bumptiousness of success’ was a 
factor to be overcome—the pomp- 
ous pride of the successful busi- 
ness man who said, first, that he 
had managed his business thus far 
without advertising and could get 
along without it, and, second, the 
even more unmanageable conceit 
of the successful business man who 
insisted on “advertising his own 
business in his own way.” But 
Mr. Balmer is a force as well as a 
personality. To go to the bottom 
fact is instinctive with him, and 
having reached first principles he is 
thoroughly grounded in any pro- 
position he presents. His views of 
advertising were so altogether new 
and unassailable that they carried 
their own weight. During nine 
years that he _ represented the 
Ladies’ Home Journal in Chicago, 
it is said, the receipts of his office 
for each year were larger than the 
last, despite the panic of 1893 and 
its consequent period of depression. 
He gave all his varied knowledge 
of business to devising systems of 
securing the results of advertising, 
and also took advertising into new 
fields. “The lion kills his own 
prey,” is a saying of his, “while 
the jackal eats another’s. An ad- 
vertising solicitor who doesn’t get 
new business is a jackal.” He was 
first to induce a ‘shoe manufacturer 
to advertise shoes by mail in the 
magazines, and with the Mahin 
agency was instrumental in secur- 
ing the pioneer men’s clothing 
business in the magazines—that of 
Hart, Schaffner & Marx, Chicago. 
Other lines of business for which 
he broke ground were cloaks, 
paints and enamels, stockings, 
spices, carpets by mail and skirts. 
In the Ralston Purina Mills busi- 
ness he introduced cereal foods to 
the magazines. He was largely in- 
strumental in making a success of 
underwear advertising, and in sev- 
eral instances led advertisers to 
operate on a bolder scale, an in- 
stance of this being the extensive 
advertising of United States Play- 
ing Cards. When he entered the 
(Continued on page 8.) 
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The Pittsburg Press 
Covers the Territory 


Hamilton-Brown Shoe Co. 


Largest Shoe House in the World 
OFFICE AND SALESROOMS 
12th St. and Washington Ave. 
FACTORY PLANTS Capital Fully Paid 
at and Looust ze. $1,500,000 
th and Marion Sts. Employees 5,000 

Jeterson Ave = an cage cules Daily Capacity 
gth and Soulard Sts. 31,000 Pairs 


St. Louis, U.S. A., Dec. 18, 1903. 
Pittsburg Press, 
Pittsburg, Pa. 
Gentlemen :— 

We have to-day looked at a copy of your paper of the 
12th inst., containing our full page ad, and wish to thank 
you and your entire force for the splendid manner in 
which you printed same. WE ARE NOW GETTING 
A GOOD MANY REQUESTS FOR OUR BOOKLET 
IN WHICH YOUR PAPER IS MENTIONED, AND 
WE CONGRATULATE YOU ON THE FACT THAT 
YOUR CIRCULATION COVERS YOUR TERRITORY 
IN SUCH A THOROUGH WAY. We will certainly 
bear your paper in mind in all our future newspaper 
advertising. 

We are mailing you, under separate cover, our ‘* Ameri- 
can Lady’’ show-card for 1904, and trust same will reach 
you in good shape and please you. 

Again thanking you, and with kindest regards, we re- 
main, Very truly yours, 

HAMILTON-BROWN SHOE CO., 
A. D. Brown, Prest. 


A Voluntary Acknowledgment of the Value of 


THE PITTSBURG PRESS 


AS A 


RESULT GETTER 


C. J. BILLSON, REPRESENTATIVE FOREIGN ADVERTISING, 
Tribune Building, New York-Chicago. 
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Curtis Publishing | Company’s 
Western office no Chicago rep- 
resentative did a volume of busi- 
ness that warranted his having an 
office to himself. Mr. Balmer was 
first to grow into an exclusive 
office, a telephone and a steno- 
grapher. 

In 1900 he became Western ad- 
vertising manager for the Delin- 
eator, and seven months ago when 
the position of advertising man- 
ager of the Butterick publications 
was vacated, was appointed to the 
New York office also. Since then 
he has ‘been conspicuously aggres- 
sive in his methods, formulating 
methods for inducing textile adver- 
tising, a field hitherto almost neg- 
lected. This is unquestionably a 
bold departure—how much so is 
shown by the facts regarding Am- 
- erican textile manufactures. The 
production of textiles in the United 
States may reach $1,000,000,000 in 
1904. One dollar out of every 
fourteen spent in factory produc- 
tion is a textile dollar, and no 
other single industry reaches the 
same volume, iron and steel pro- 
ducts being more than $100,000,000 
behind. Mr. Balmer says that no 
well planned campaign has ever 
been undertaken on behalf of any 
textile, and the advertising of dress 
goods, carpets, cotton fabrics, silks 
and so forth is below that of most 
other articles of wear, food or 
luxury. Last autumn the forces of 
the Butterick publications com- 
bined with the N. W. Ayer & Son 
agency for a canvass of the manu- 
facturers of Philadelphia, the larg- 
est textile center in the country. 
Results from this canvass are al- 
ready apparent in an increase of 
textile advertising, while the pros- 
pects for more business are of the 
best. Correspondence is being con- 
ducted with not less than 400 man- 
ufacturers. Others will be ap- 
proached when sufficient data is in 
hand. Mr. Balmer’s plan, far from 
being a means of securing business 
for the Butterick publications 
alone, comprises all the apparatus 
for exploiting and marketing tex- 
tiles wnder trademarks. Before 
each manufacturer is placed statis- 
tics of sales in his line, with out- 
lines for expansion of his trade. 
The habits of the consumer enter 


largely into each individual plan 
it being learned through inquiry 
whether purchasers exercise their 
own judgment in buying or tely 
upon the opinions of retail mer. 
chants. So far as is possible the 
campaign is based upon actual cop. 
ditions in the field to be developed 
—not upon theories of what those 
conditions should be, nor yet upon 
the elements of advertising sy. 
cess in other fields. Mr. Balmer’ 
knowledge of textiles includes ex. 
perience in manufacturing, whole. 
sling and retailing, therefore the 
language in which he addresses 
textile manufacturers is not alto- 
gether foreign to them. The prop. 
aganda is being carried on with 
considerable caution, for it is real- 
ized that a_ single irresponsible 
house could hurt the movement 
immeasurably by  foisting  up- 


worthy goods on the public. Two : 


sorts of dangerous tendencies are 
found among manufacturers—in- 
difference to advertising and over- 
zealousness. 

“Advertisers have often said to 
me, ‘You make it very hard for us 
to begin,” said Mr. Balmer in 
talking of his textile campaign. 
“Of course I make it difficult for 
them to begin, because I don’t want 
them to advertise until they are 
thoroughly prepared. Some months 
ago a manufacturer came to me 
with a $28,000 appropriation. On 
inquiry I found that he had no ad- 
vertising department. I advised 
him to spend $20,000 and put the 
balance into a thoroughly equipped 
follow-up bureau, in charge of a 
competent man. He couldn’t see 
the utility of it. Then we refused 
his business, and after some delay 
he acted on my advice. Now heis 
advertising, has an advertising 
manager that I recommended and 
is getting good returns. Another 
manufacturer came with $5,000. 
Upon investigation it was learned 
that his goods had never had any 
trademark or name to distinguish 
them from others, yet he’d have 
spent every penny of his appropria- 
tion had we permitted. Others 
come and want to start on a scale 
too small, despite the fact that ad- 
vertising with small spaces is the 
surest bid for competition. These 
men are the over-eager ones. 
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indifferent manufacturer says, 
‘Why, man, I tried advertising ten 
years ago, and I tell you there’s 
nothing in it!’ To them there is 
one reply—‘You didn’t try the ad- 
vertising of to-day, for it didn’t 
exist ten years ago.’ 

“The advertising of to-day is 
scientific. Not so scientific as it 
will be ten years hence, but im- 
measurably better than that of the 
last decade. I believe that there 
should be schools of applied adver- 
tising knowledge. The most im- 
portant thing in any line of knowl- 
edge is the record of failures and 
the reasons for failure. When a 
man studies chemistry all the mass 
of experiment that has accumulat- 
ed since the first investigator is at 
his disposal, and he knows what 
cannot be done. Tor this reason I 
believe in such schools as Mr. 
Pulitzer has founded. Even the 
schools that offer courses in ad- 
vertisement writing are of some 
service if they teach the student 
how to put words together in clear 
sentences. They give him the bene- 
fit of what others have reached 
through experience, and that is 
what he needs. Advertising men 
must be investigators. Schools of 
applied advertising knowledge 
would teach them how to investi- 
gate. All the best results of our 
age have been attained through 
scientific investigation, and I have 
no patience with those who ignore 
the scientific side of advertising. 
An advertiser working by rule of 
thumb follows the lines that ap- 
pear common and easy. Very often 
these are not the best lines. To a 
man who has never taken the 
trouble to look into the science of 
the matter the sun appears to move 
around the earth, and that would 
be his natural conclusion, derived 
from his own observation. ‘Horse 
sense’ is a very good thing, per- 
haps, but it never helps the horse 
get out of the stable when it takes 
fire. To the rule of thumb adver- 
tiser it seems obvious that two and 
two make four, But they don’t, 
necessarily. To and two some- 
times make twenty-two in adver- 
tising. 

“One common mistake in maga- 
zine advertising is the confusion of 
duplication with persistence. Per- 


sistent advertising is a good thing. 
It means the appearance of the same 
advertisement regularly over some 
extended period—each month for 
a year, say. Some advertisers ex- 
pect to get the same results by 
printing the ad in twelve different 
magazines the same month, This 
is duplication. The same adver- 
tisement seen by one person twelve 
times, spread over a year, has a 
greater effect and sells more goods 
than the same ad appearing twelve 
times in the same month in twelve 
different magazines. No adver- 
tiser wants to use twelve different 
magazines to reach the same per- 
son in the same month, perhaps, 
and yet this may well happen. I 
don’t think that it would be pos- 
sible to reach twelve different fam- 
ilies with any twelve magazines, 
and it would probably be difficult 
to reach six different families with 
that many. I have divided the 
monthly magazines into three 
classes. In the first are those pub- 
lications that, if the country were 
hit by the worst panic that has 
ever been known, would still be 
retained in the home because they 
are needed. I call them primaries. 
How many such magazines are 
there? I should say not more 
than five. That includes general 
as well as women’s periodicals. 
The Delineator would be retained 
because it deals on more topics 
more amply than any other maga- 
zine for women. In the secondary 
division of magazines I would put 
such as might be let go with re- 
luctance in case of such a panic, 
or if the general stringency were 
not so acute, might be retained. I 
count about twelve of these, Third, 
there is the great mass of publica- 
tions that are circulated by premi- 
ums and schemes—not for them- 
selves or on their literary merits. 
These would disappear like dew 
before the sun. 

“Panic is not a cheerful subject, 
and I don’t believe we are to have 
one for several years to come, at 
least. But a panic would increase 
advertising in the Delineator. 
There are many manufacturers 
who would advertise to-day if they 
were not overrun with orders. Ad- 
vertising will be used as a means 
of nullifying the next panic. Busi- 
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ness men now know that it pays to 
advertise in hard times. The gross 
advertising receipts of the De- 
lineator for the March issue were 
over $90,000, or thirty-six and a 
half per cent more than the same 
month of 1903. In this cabinet are 
140 letters, representing forty-four 
different lines of business. All ex- 
cept two state that the Delineator 
is either first or second on their 
list of returns. By recent investiga- 
tions I have practically proved that 
the average Delineator family is 
larger—has more children and rep- 
resents greater consuming capacity 
—than that of other mediums. 
Therefore, the reply from a De- 
lineator reader means more than 
that from other mediums. We are 
very careful of the advertising 
pages of the Butterick Trio. 
A publisher should not only stand 
as a bar against unclean or fraud- 
ulent advertising, but against too 
much advertising in one line of 
business, or of a single quality of 
goods. If five cloak advertisers 
appear in the same issue offering 
$15 cloaks, that would be over- 
doing this particular quality of 
garment. But ten or more could 
advertise cloaks ranging from $5 
to $20, and there would be busi- 
ness for all. It is but fair that the 
publisher should assure the adver- 
tiser a reasonable freedom from 
competition. Partiality should be 
shown to the first advertisers— 
first come, first served. Who de- 
cides when the limit in a certain 
line has been reached? Someone 
with a thorough knowledge of the 
magazine’s readers and their buy- 
ing capacity. The advertising 
manager ought to know that. 

“Another point we have made is 
that of prohibiting the use of com- 
parative prices in advertising. If 
a man has a $22 sewing machine 
we won’t permit him to advertise 
it as worth $65. Advertising can 
be made so strong by clean cut 
statements of fact that readers will 
buy the machine at its honest 
value. Comparative prices imply 
a weakness in arguments.” 

Jas. H. Cotins. 

Ir you would give a man a piece of 
burnt beefsteak and tell him to eat it, 
he will likely object—overdone ads don’t 
go down any better, 











1903 A RECORD YEAR 


* FOR THE 


Chicago Record-Herald 


Among Chicago morning news- 
papers the advertising published in 
1903 as compared with 1902 shows 
THE RECORD-HERALD gained 706 
columns 71 lines. The Tribune lost 
860 columns 212 lines, The Examiner 
and Sunday American lost 2,707 col- 
umns 99 lines. 

This, notwithstanding THE REc- 
ORD-HERALD refused to publish many 
advertisements accepted by other 
papers, and all the rates of THE REC- 
ORD-HERALD are on its rate card. 
The only morning paper in Chicago 
that dare publish its circulation. 


The average circulation for 
1903 : Sunday, 191,317; 
Daily, 154,218. 

The largest two-cent circulation in 


the United States, morning or even- 
ing. 
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Girculation 
Kien 
Attention J 


A well-established, 
high-class, prosperous 
weekly wants ideas to 
increase its already 
large circulation, 

Liberal Payment 
for the ideas it ac- 
cepts, 

Address for particulars 

M. M. M., 
65 Central Park West, 

New York City. 
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PRINTERS’ INK. 
THE PIONEER ELECTRICAL 
WEEKLY. 


While the issue of the Electrical 
Review for January 9 is marked 
“New Year's Number” nothing 
would seem to indicate that it is 
larger than usual, or that any of 
the traditions of special issues have 
been observed so far as mere bulk 
is concerned. There are about the 
usual number of pages. The table 
of contents shows that this issue is 
a general review of electrical pro- 
gress in all fields during the past 
year. The range of topics covered 
isa pretty good indication why this 
class journal is so influential in the 
electrical field after twenty-three 
years’ existence. The articles, all 
by men of unquestioned eminence 
in their specialties, embrace elec- 
tric lighting, traction, telegraphy 
and telephony, wireless communi- 
cation, the storage battery, X-rays, 
electrical power, engineering and 
mining, electro-metallurgy, elec- 
tro-chemistry, the electrical fur- 
nace—in short, every phase of this 
inconceivably great industry. The 
journal is widely read by electrical 
scientists, and any new develop- 
ment usually comes to its pages in 
the form of theory first. Then it 
is followed through the stages of 
realization and practical installa- 
tion, and when made an accom- 
plished fact in the economy of the 
world, is treated in the detail of 
operation. The forte of the Elec- 
trical Review is distinctly “the 
higher electricity.” It appeals to 
the creative electrician and the ad- 
ministrator. In the 1903 American 

ewspaper Directory the Electri- 
cal Review has a figure rating of 
6,212 copies per issue (weekly) 
during 1902. It is also accorded 
the gold marks. An examination 
of the advertising pages of this 
special issue shows that the pub- 
lication admirably fits the defini- 
tion of this svmbol (@@): “Ad- 
vertisers value this paper more for 
the class and quality of its circula- 
tion than for the mere number of 
copies printed.” Readers of the 
Electrical Review must have high 
purchasing power per capita. The 
advertisements cover as wide a 
fange as the journal itself, and the 
average issue contains the an- 
nouncements of everybody who has 
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electrical appliances to sell, from 
huge corporations lik: the General 
Electric Company to the small 
manufacturer of a few novelties. 
Moss begins to grow on the aver- 
age class journal after it has 
passed its twentieth year. A cer- 
tain amount of “foginess” is na- 
tural, particularly in the adver- 
tising pages, and the dignity that 
goes with this quality is often 
esteemed by advertisers. The 
Electrical Review shows almost no 
evidences ot age, however. A few 
stereotyped ads might easily be 
permitted to the oldest American 
electrical weekly, but the pub- 
lishers maintain a department. for 
the preparation of copy and de- 
signs, and its advertising sections 
show ideas that are up to the very 
moment. Among those that catch 
tle eye in this issue are ads of the 
Westinghouse Electric & Mfg. Co., 
Pittsburg; Electric Gas Lighting 
Co., Boston; Kellogg Switchboard 
& Supply Co., Chicago. ; the Okon- 
ite Co., Ltd., 253 Broadway, New 
York; Consolidated Engine Stop 
Co., 100 Broadway, New York; 
Bridgeport Brass Co., 19 Mur- 
ray street, New York; Mar- 
shall-Sanders Co., Boston; Gar- 
ton-Daniels, Co., Keokuk,  Ia.; 
Bryan-Marsch Co., New York; 
Buckeye Electric Co., Cleveland. 
The Electrical Rewew’s circulation 
is greater than that of any weekly 
in its field in the world, the pub- 
lishers assert. The second issue of 
each month is an export num- 
ber, circulated in Great Britain 
and Europe, and_ the paper 
claims a substantial foreign sub- 
scription list. Its circulation is 
also said to be a “circulation of 
selection.” The names of people 
active in the management of elec- 
trical enterprises were tabulated 
two years ago by States and towns, 
and a systematic personal canvass 
made. The class of subscribers 
gained by this original method has 
high purchasing power, and is ob- 
viously of great value to adver- 
tisers. 

Every healthy man has a sunny side 
to his nature which, if kept to the front, 
will light the way to success. With good 
sense as engineer; energy as driving 
power and good nature as a head light, 
he can keep to the main line and arrive 
on schedule time.—Jed Scarboro, 
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THE NEW MANAGERS OF 
THE ROWELL AGENCY. 


On November ist the advertis- 
ing agency of George P. Rowell & 
Company, which has been in ex- 
istence nearly forty years under the 
direction of Mr. George P. Rowell, 
its founder, passed under the man- 


MR. GEORGE 


agement of Frank W. Tully and 
William F. Hamblin. 

While Mr. Rowell will continue 
to give the agency the benefit of his 
long experience in advertising, the 
new imanagement has laid down 
lines of action that in some respects 
are marked departures from what 
has hitherto been regarded as the 
limitations to the functions of an 


advertising agency. They have to 
do chiefly with more aggressive 
and well-considered methods for 
the development of new business 
and with the relations of the agency 
to the newspapers. 

Mr. George P. Rowell entered 
the field as a general advertising 
agent in 1865. His methods were 


P. ROWELL, 


original and his activity so pro- 


nounced that in six years his 
agency had become better known 
than any other institution of the 
sort had ever been. To so great 
an extent was this true that many 
persons have supposed him to have 
originated the business and to have 
established the first advertising 
agency. It was one of his idiosyn- 
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ners and assistants, and this active 
amined and, if due, to be paid on management was not only never re- 
the day of its presentation. In sumed by him, but for several 
1869 he commenced the publication years his face was rarely seen at 
of the American Newspaper Direc- his office. In 1888, however, he 


crasies that a bill ought to be ex- 


tory, which was the first attempt established Printers’ INK, a Jour- 


MR. WILLIAM F. HAMBLIN. 


ever made to ascertain and make nal for Advertisers, which was the 
public the circulations of newspa- first attempt to discuss advertising 
pers. Even so far back as 1871, subjects seriously. In the success 
Mr. Rowell, on account of delicate of this little weekly—now on a sep- 
health, relinquished the detail man- arate and independent business 
agement of his business to his part- basis—he has never ceased to take 
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a wartn interest. It, as well as the 
American Newspaper Directory, 
has had numerous imitators. Born 
in 1838, Mr. Rowell is the oldest 
living representative of the general 
newspaper advertising agents. Al- 
though his face is not very fam- 
iliar to the advertising patrons of 
the agency, he is likely to appear 
whenever discussions arise as to 
matters that concern the conduct 
of the Directory or of PRINTERS’ 
INK, which he likes to hear spoken 
of as the Little Schoolmaster in 
the Art of Advertising. His ideas 
of what an advertising agency, at 
the present day, should attempt he 
has lately set forth in a few brief 
sentences as given below and which 
substantially represent the views 
of the new management : 

Do not attempt to represent all papers! 

Try to be exclusive agent for some 
papers! ‘ ; 

Make up a list of papers sufficiently 
large to cover every State. In some 
States—Oregon, Idaho, Arizona, for in- 
stance—one or two papers may be 
enough. Try to be solid with those pa- 

° pers. Add new papers for sufficient 
reasons and drop old ones from the list 
when such a course seems advisable. Try 
to make it an object to a paper to be on 
the list. 

In seeking business, cultivate new ad- 
vertisers. 

When an advertiser is dealing with a 
reliable agent, cultivate his acquaintance, 
study his methods, try to know what he 
is doing and to have an opinion whether 
he is or is not doing it well, but do not 
try to take the business away from the 
agent who now controls it if he appears 
to be doing it fairly well and is business- 
like in his transa‘*tions. 

Avoid taking business on the ground 
that you can do it cheap, but gain the 
reputation of giving Intelligent attention 
to work comm#'tted to you. 


Neither of the new managers of 
the agency has celebrated his thir- 
ty-third birthday, but each has had 
a rounded-out experience in ad- 
vertising. 

Mr. Tully is by birth a New 
Yorker. His first experience was 
with the Flushing (N. Y.) Journal, 
where his work was largely with 
retail advertisers and local manu- 
facturers, in which he learned the 
former’s point of view and advised 
them with regard to the proposi- 
tions received from manufacturers. 

This led gradually to larger 
planning of sales and advertising 
for manufacturers, and he eventu- 
ally became manager of the export 
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bulk goods and cheaper package 
goods departments of the H-O 
Company, at Buffalo. 

Mr. Tully received the degree of 
LL. B. at Yale and was business 
manager of the Yale Law Journal, 
While pursuing his studies at New 
Haven, he was also advertising 
manager of the Edward Malley 
Co., the largest department store 
in Connecticut. : 

Mr. Tully was subsequently ad- 
vertising manager and a member 
of the “Board of Trade” in the 
establishment of Wm. Filene’s Sons 
Co., of Boston, regarded to-day ag 
the most daring and successful ex- 
periment in co-operative organiza- 
tion and profit-sharing in the 
United States. 

Mr. Hamblin was born at Ply- 
mouth, Mass., a good place to start 
a nation or a man and significant 
enough of his success since. 

After his schooling was com- 
pleted, he took naturally to news- 
paper work, beginning with the 
Plymouth Free Press. From thete 
he went into the advertising de- 
partment of the New Bedford 
Daily Journal, came to New York 
and was connected with the World 
and the old Recorder, returned to 
New Bedford to go on the Stam 
dard and Mercury, where he estab- 
lished an adwriting bureau, which 
was an instant and marked sue- 
cess. 

Mr. Hamblin is best known to 
newspaper men and advertisers 
from his work in New Haven, to 
which city he went from New Bed- 
ford, and where, until coming to 
New York, he was business man- 
ager of the New Haven Register 
during the period of that paper's 
fastest .growth. Notwithstanding 
his activity in his newspaper work, 
Mr. Hamblin has always taken an 
interest in business organization 
and promotion in its widest sense. 
In New Bedford he was Secretary 
of the Board of Trade, the exect- 
tive officer, in fact, and was elected 
to a similar position in the Board 
of Trade of New Haven. 

His experience has been gained 
largely in the business offices 0 
newspapers, while that of his as- 
sociate has been in the advertising 
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and marketing of manufactured 
products. : 
This gives them a novel attitude 
toward one another as business as- 
sociates and is the foundation of a 
pretty broad plan for the manage- 


MR. FRANK 


ment of the Rowell Agency. Mr. 
Hamblin believes that the agency 
represents the newspaper, holding 
that the publisher pays the agent. 
In his work, therefore, he will deal 
with the placing of the. business, 
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acting practically in the capacity 
of a special agént: toward the’ hews:" 
papers. Mr. ‘Tully: on.the othe 


hand, holds that the advertising 
agent’s mission is to help the manw-, 
sug 


facturer market his:‘goods? u 
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WwW. TULLY. 


to that end every means that will 
best serve the purpose—newspa- 
pers, literature, schemes, salesmen 
and agents—and that the publisher 
gets his profit from the manufac- 
turer, through the agent, according 
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to the extent that his publication 
can be used. 

’ Along this tine of ‘work data has 
been ‘and is being compiled from 
all. sections of the country for the 
equipment: pf sales departments, so 
'thae manufacturers contemplating 
advertising will have laid before 
them plans for increasing their out- 
put, definite information as to the 
retailers, the character of their 
stores, the possibilities for indoor 
and show window display, etc., to- 
gether with the preparation of their 
advertising, the placing of it in the 
best publications for the purpose 
and the preparation of cost and 
sales estimates. 

The agency at present is placing 
the advertising of such well-known 
concerns and _ preparations as 
Ripans Tabules, Hartshorn Shade 
Rollers, Mrs. Winslow’s Soothing 
Syrup, Mustang Liniment, Alfred 
Benjamin & Co., The Columbia 
Matches, including as many per- 
haps as fifty or sixty smaller ac- 
counts which are being gradually 
extended. 

Negotiations are about closed to 
handle the output of two large cor- 
porations which have never adver- 
tised except in trade papers—in- 
cluding in one instance the issuing 
of a house organ. 

Four outside men are now devel- 
oping business for the Rowell 
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Agency. — Within a month this 
number will be increased by one or 
two additional men. 
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IMPORTANCE OF ONE SUBSCRIP. 
TION. 


He is a mighty poor employee of a 
newspaper office who does not at his 
leisure, on what he counts his own time, 
pick up at least one new subscriber a 
week for the paper he draws a salary 
from. 

The newspaper employee who refuses 
to take the name of a new subscriber on 
the ground that it is not in his line of 
duty is the same one that watches the 
clock and spills the ink in his haste to 
get away from his desk. 

The writer knows it to be a fact that 
Joseph Medill, only a few months before 
his death, stopped on the street and tcok 
the name of a man who wanted the paper 
sent to his house. Horace Rublee, late 
editor of the Milwaukee Sentinel, was 
called to the telephone by the city editor 
one day in answer to a call from a 
citizen who had “important business” to 
transact with the editor. It was a sub- 
scription, and Rublee took it, although 
had he been a man of less common sense 
he might have said, “You want the sub- 
scription department; this is the editor 
in chief.” Instead Rublee, who had been 
deeply engaged in writing one of the 
editorials that made him famous, return. 
ed profuse thanks to the subscriber, and 
turning to the city editor, said: 

“Mr. Blank, that was an important 
message; I’ve got a new subscriber, and 
if we could get fifty of ’em this way 
every day I’d quit editorial work.” 

Rublee realized how important one 
good subscription is to a newspaper, no 
matter how great or how wealthy the 
paper might be; so did Medill, and they 
were famous editors of this generation. 
—Circulation Manager. 











ER’s AXNOUN .” @ newspaper publisher 
make any statement in the Directory about his 


tory, the industries, about crops, about ¢ 


“PUBLISHERS’ ANNOUNCEMENTS” IN ROWELL’S 
AMERICAN NEWSPAPER DIRECTORY 


They convey to the advertiser interesting facts he will be glad to know 
about, but with which it is not the province of the Directory editor to deal. 





Under this heading and designated from the text by the distinguishing words “PUBLISH- 


an advertiser could he be at his side at the time he consults the Directory with a thought of 
advertising in the paper or the town. The Announcement should fell a story, however 
brief. Gather the strongest talking points your paper porsesses. It may be quality 
of circulation or quantity, and very often both. Talk of the people’s character whom 
your paper reaches—their money earning capacities—the factories located in your terri- 


is permitted, on his own responsibility, to 
own paper that he would wish tc speak to 


> 








graphical and jal centers, about 
anything which throws light on the purchasing power of your readers. They are paid 
announcements, costing a dollarja line of six words, and should only be used by those 
publishers who have something to say of their papers that it would be worthan advertiser's 
while to know. For further information, if needed, address 


JOSEPH G. FOGARTY, 
Editor Rowell’s American Newspaper Directory, 
No. 10 SPRUCE STREET, NEW YORK. 
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TRADING STAMPS IN NEW 
YORK STATE. 


The Merchants’ Association of 
New York has forwarded to Al- 
pany for introduction in the Legis- 
lature a bill to regulate the use of 
trading stamps in the State of New 
York. The preparation and intro- 
duction of the bill are in response 
to requests from all over the State 
on the part of merchants. The 
matter has been laid before the 
merchants throughout the State. 
The association has received pro- 
tests against the abuse, and re- 
quests that a bill be pushed to 
remedy the same, trom many mer- 
chants in all lines of trade and in 
all localities of the State. The 
particular object of the bill is to 
prevent the practical fraud upon 
the people, who are led to believe 
that the trading stamps will be re- 
deemed at a certain fixed value. 
When the stamps are presented for 
redemption, however, the holders 
are compelled to accept redemption 
in merchandise, the value of which 
is usually inflated many hundred 
per cent. Under the terms of the 
measure, the redemption of the 
trading stamps is compelled in 
merchandise or cash, at the option 
of the holder of the stamps, at the 
full face value oi the stamps, in 
any quantity. The stamps are 1s- 
sued as part of the purchase value 
of merchandise, in return for a 
cash consideration, but the condi- 
tions surroundine their issuance 
are such that a very large propor- 
tion of the stamps cannot be real- 


‘ized upon by the holders. The 


issuers receive very large profits 
through this failure to redeem the 
stamps. 

The bill will be introduced by 
Hon. Josiah T. Newcomb, member 
of the Assembly from New York 
City, and reads as follows: 


1. No person shall sell or issue any 
stamp, trading stamp, cash discount 
stapp, check, ticket, coupon, or other 
similar device, which will entitle the 
solder thereof, on presentation thereof, 
either singly or in definite number, to 
receive, either directly from the vendor 
or indirectly through any other person, 
money or goods, wares or merchandise, 
unless each of said stamps, trading 
stamps, cash discount stamps, checks, 
tickets, coupons or other similar devices 
shall have legibly printed or written 
upon the face thereof the redeemable 
value thereof in cents. 


2. Any person who shall sell or issue 
to any person engaged in any trade, 
business or profession any stamp, trad- 
ing stamp, cash discount stamp, check, 
ticket, coupon, or other similar device, 
which will entitle the holder thereof, on 
presentation thereof, either s.ngly or in 
definite number, to receive either 
directly from the vendor or indirectly 
through any other person money or 
goods, wares or merchandise shall, upon 
presentation, redeem the same either in 
goods, wares, or merchandise or in cash, 
ood and lawful money of the United 

tates, at the option of the holder there- 
of, and any number of such stamps, trad- 
ing stamps, cash discount stamps, checks, 
tickets, coupons, or other similar de- 
vices, shall redeemed as hereinbefore 
set forth at the value in cents printed 
upon the face thereof, and it shall not 
be necessary for the holder thereof to 
have any stipulated number of the same 
before demand for redemption may be 
made, but they shall be redeemed in any 
number, when presented, at the value 
in cents printed upon the face thereof, 
as hereinbefore provided. 

3. Any person engaged in any trade, 
business or profession who shall dis- 
tribute, deliver or present to any person 
dealing with him, in consideration of 
any article or thing purchased, any 
stamp, trading stamp, cash discount 
stamp, check, ticket, coupon or other 
similar device which will entitle the 
holder thereof, on presentation thereof, 
either singly or in definite number, to 
receive either directly from the person 
issuing or selling same, as set forth in 
the second paragraph hereof, or indirect- 
7 through any other person, shall, upon 
the refusal or failure of the said person 
issuing or selling same to redeem the 
same as set forth in the second para- 
graph hereof, be liable to the holder 
thereof for the face value thereof and 
shall upon presentation redeem the same 
either in goods, wares or merchandise 
or in cash, good and lawful money of 
the United States of America, at the 
option of the holder thereof, and in such 
case any number of such stamps, trad- 
ing stamps, cash discount stamps, checks, 
tickets, coupons, or other similar devices, 
shall be redeemed as hereinbefore set 
forth at the value in cents printed upon 
the face thereof, and it shall not be 
necessary for the holder thereof to have 
any stipulated number of the same be- 
fore demand for redemption may be 
made, but they shall be redeemed in 
any number, when presented, at the 
value in cents printed upon the face 
thereof as hereinbefore provided. 

4. Any person, firm or corporation who 
shall violate any of the provisions of this 
act shall be deemed guilty of a mis- 
demeanor. 

5. It shall not be unlawful for any 
merchant or manufacturer to place his 
own tickets, coupons or other vouchers 
in or upon packages of goods sold or 
manufactured by him, such tickets, cou- 
pons or other vouchers to be redeemed 
by such merchant or manufacturer either 
in money or merchandise, whether such 
packages are sold directly to the con- 
sumer or through retail merchants. 

6. This act shall take effect June first, 
nineteen hundred and four. 
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A TIN ANNIVERSARY. 


With its January number the 
Hardware Dealers’ Magazine, New 
York, celebrated its tenth birthday. 
This monthly has the largest figure 
rating in its particular trade in the 
1903 issue of the American News- 
paper Directory, being credited 
with a monthly average of 12,541 
copies for the year 1902. Further- 
more, though only old enough to 
celebrate a tin anniversary, it has 
been deemed fit to bear the Direc- 
tory’s badge of quality, the so- 
called gold marks. The anniver- 
sary issue is a publication of 258 
pages, of which 133 are advertising, 
and this is no larger than the or- 
dinary issue of 196 pages, as more 
than fifty pages of the special issue 
are given up to letters from adver- 
tisers who have used the publica- 
tion and speak in the highest terms 
of its qualities as a medium. A 
reporter. for PRINTERS’ INK was 
sent to see the publisher, Daniel 
T. Mallett, at the office of the pub- 
lication, 253 Broadway. When 
asked how he came to establish the 
Hardware Dealers’ Magazine, and 
what methods had been pursued to 
make it so solid a publication in a 
single decade, he said: 

“T went into a hardware store as 
clerk at sixteen, in my native town, 
New Haven, Conn. Then I be- 
came proprietor of a store, and 
finally of a second one. PriNTERS’ 
INK used to interest me in those 
days, as it does now. I wrote ar- 
ticles on advertising and store 
management, and eventually got 
the desire to publish, which one is 
very apt to get from a journal so 
full of the spirit of publishing. 
There were other journals devoted 
to the hardware dealer—in fact, 
the Iron Age was originally a 
hardware paper. I thought there 
was room for a new publication in 
the field I knew best, however, and 
after securing pledges from several 
hundred suwhscribers I issued the 
first number, in 1893. The one 
idea from the outset was to interest 
the 20,000 hardware dealers in the 
United States—to help them sell 
goods and keep them posted on 
happenings and novelties in their 
complex trade. I made a point of 
getting as many articles as pos- 
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sible from clerks and proprietors 
actually working in stores, as these 
are most practical. Then, the pub- 
lication was made of handy size— 
the same dimensions as the or. 
dinary magazine—and was con- 
venient to read and keep. From 
the first it took with readers, As 
for advertisers, they were secured 
when we had readers. A _publica- 
tion that has been twenty-five years 
in a trade can get a good deal of 
advertising on its prestige. We 
hadn’t a bit of prestige to start 
with, so we did the next best thing 
—told our circulation truthfully 
and took pains to let advertisers 
know where the paper went as 
well, issuing geographical state- 
ments. Circulation has always 
been made a condition of our ad- 
vertising contract. This, with our 
handy size, has been a distinct ad- 
vantage. A department was estab- 
lished for making designs and copy 
for advertisers. Between solicit- 
ing new advertisers and keeping 
the ones you have, the latter is best. 
I consider it cheaper to spend two 


dollars on copy that will make an 
advertiser’s space more productive 
than to spend a dollar in soliciting 


a new advertiser. Look through 
our paper and you'll see that there 
is no old fogey advertising—‘John 
Jones & Co., established 1847, gen- 
eral offices at Podunkville,’ and so 
forth. We want every ad to offer 
something definite, with an illustra- 
tion if possible—at any rate a good, 
clean-cut description. Most of our 
advertisers have been brought to 
look at this matter as we do, and 
as a result the ads pay. Our ad- 
vertising pages are also free from 
the facetious advertising common 
to some trade journals. They’re 
all business, and .o they do busi- 
ness with business men. We fur- 
nish cuts, copy, ideas or anything 
that will make them so. All our 
contracts have a _ cancellation 
clause, for we don’t want to carry 
advertising that doesn’t pay the 
advertiser. 

“Our advertising service is sup- 
plemented by a feature not offered 
by any other paper in this trade— 
a sample room in which we keep 
on view for buvers’ benefit articles 
advertised in the Hardware Deal- 
ers’ Magazine. This contains up- 
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wards of 1,000 samples all the time, 
and from five to fifteen buyers call 
here every day. These are all buy- 
ers, remember—men who have 
come to lay in stock. The sample 
room saves tthem thousands of 
steps and dozens of car rides. A 
large proportion are foreign buy- 
ers—men from Europe, Australia 
and South America who are buy- 
ing for their home markets. ‘Fac- 
tors’ they are called in the English 
trade. We would call them im- 
porters. They take quantitties 
large enough to warrant traveling 
way round the world to get the best 
or cheapest goods, and within the 
past few years American manu- 
factures have attracted them to 
New York. It may surprise you to 
know that, where we imported 
files and cutlery from Sheffield, 
England, ten years ago, we’re now 
sending them there. Foreigners 
want Yankee hardware for three 
things—it’s cheaper, has _ better 
finish and is way ahead of any 
other nation’s in point of inven- 
tion. We have persistently cul- 
tivated the foreign field for read- 
ers, and now send fully 2,000 copies 
abroad each issue. These go to 
Canada, England and Australia to 
a large extent, for naturally the 
paper appeals most to people who 
read English. Yet we have sub- 
scribers in every European coun- 
try. Australia is showing keen in- 
terest in American hardware just 
now, and many of our foreign 
readers are there. We also have 
a file of 2,500 manufacturers’ cata- 
logues, and continually furnish in- 
formation about goods to dealers 
and buyers in this and foreign 


countries.” 
IN Lane aE ae 

THE CARRIE NATION OF THE 
STREET CARS. 

Yearning for notoriety, a Seattle wo- 
man has been paying five-cent fares on 
the Seattle electric lines and proceeding 
to tear down the cards advertising a 
beer. To do this, she jumped on the 
seats, and when the car was crowded 
pried out the cards with her umbrella. 
Although she informed the Court that it 
was working under the laws of the devil, 
she was held for a hearing.—Fame. 

Tuere is one thing an adwriter needs 
which neither school nor experience can 
teach, and that is human sympathy—a 
clear understanding and keen apprecia- 
tion of the likes and dislikes of average 
people.-—Jed Scarboro. 
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Cue Hwance-TE was building the Chi- 
nese Wall. 

“It’s a great scheme,” said the enthu- 
siastic Emperor. “Just think of the 
money we can make by renting it for 
posters!” 

With a smile that was child-like and 
bland he went out to hurry up the work. 
—New York Sun. 


THE merchant who pines through the 
day and moans through the night be- 
cause he don’t love his work will never 
make a success, no matter how much he 
advertises.—-White’s Sayings. 

+o 


WANTED 


A man capable of taking 
charge of the Supply Depart- 
ment of a large insurance com- 
pany. Reply stating experience 
and salary expected to “ A.G.C.,” 
care Printers’ Ink. 














| ieieeeneenieemnaeiadiianianiitia 
LINCOLN FREIE PRESSE 


Linco.in, Nes. 
(German WeeKcy ) 


Actual Average 

Circulation ® 
Our biggest circulation is in the States of 
Iowa, ee: 


Minnesota, Nebraska. 
Illinois, etc., in the order named. All sub- 
scriptions paid in advance. Flat rate, 35c. 


The 


Toronto 
Star 


Over 26,000 Circulation 











The greatest known growth of 
any Canadian paper is shown in the 
Toronto Star. Its daily circu- 
lation is now above 26,000, and it 
is bona fide net paid at that. 

Any reasonable, right -thinking 
man looking at The Star would 
understand the value of such a me- 
dium. {t tells its own story. Best 
of all, it carries the largest amount 
of home business and does not cut 
its rates. 


The Chas. T. Logan Special Agency 
Agents Foreign Advertising 
Tribune Buildings, New York & Chicago 
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THE WANT AD MEDIUMS 
OF THE COUNTRY. 


WHAT PAPERS ARE ENTITLED TO BE 
CALLED SUCH, AND WHERE ARE 
THEY LOCATED? 


Enumerated below, according to 
size, are the names of about one 
hundred and sixty cities, ranging 
from 25,000 to half a million pop- 
ulation and more. In many of these 
cities there is one newspaper which 
carries the bulk of the so-called 
“Want liners.” In some there may 
be two, dividing the business al- 
most equally, while in others, 
known principally as suburban 
places, a newspaper published in a 
larger city does the service for the 
smaller and less important towns 
that cluster around it. 

25,000 TO 50,000 POPULATION. 
Akron 
Allentown 
Altoona 
PACIREOC TSH coheed bo uc tp piste UT 
Auburn Pee npennuand fer a York 
Augusta Georgia 
Bay City Mich. 
Nos a > pa ad es nS 6a oss New Jersey 
Binghamton ................-New York 
Birmingham \labama 
OE ES Pee 
Serres oo 
Canton 
Cedar Rapids 
Chattanooga 
CE et cene ccahace md Veena baad Mass. 
Chester 
Council Bluffs 
Covington 
Dallas 
Davenport 
Dubuque 
Easton 
East St. Louis 
STIR TS os oe ac os8:0/0 6's Se tv,5 5 NOM 
Fitchburg 
Fort Wayne 
Fort Worth 
Galveston 
Gloucester 
Haverhill 
Holyoke 
Houston 
Jackson 
Jacksonville 
Johnstown 
Joliet 
Joplin ..........+.+++++.++...Missouri 
Knoxville 
La Crosse 
Lancaster 
Lexington 
Lincoln 
Little Rock 
McKeesport 
SSG os p 3) AG | DA Mass. 
Mobile 
Montgomery 
New Britain 
Newcastle 
Norfolk 
Oshkosh 


Kentucky 
Vebraska 
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Passaic 
Pawtucket 
Pueblo 


Sacramento 
Saginaw 
Salem 
Schenectady 
Sioux City 
South Bend 
Spokane 
Springfield 
Springfield 
Superior 
Tacoma 
Taunton 
Terre Haute 
Topeka 
Waterbury 
Wheeling 
Williamsport si 
Woonsocket Rhode Island 
WORMETS) 2 6 os 'v sie 's-0's'c'acine se NOW IEEE 
York 

Youngstown 


50,000 TO 75,000 POPULATION. 
Bridgeport 


Des Steines 
Blizabe 


—. 
Hoboken 
Kansas City 
Lawrence 
some . VA eriaeagdaka lee Be pes Mass, 
anchester >w Ham 
New Bedford Stee 
a 
on Ea eT eee ee a Illin 
Ee enon a 
Salt Lake City 
San Antonio 
Savannah Georgia 
PENI 5 54 olo.iid buick tson seeds s Mass. 
ci i RI eae aee: Mass. 
Ls. eee | A Jersey 
5 BE ee ae een eee a York 
Utica 


75,000 TO 100,000 POPULATION. 
eee Ce ene New York 
Atlanta Georgia 
CME -sinaria'h suisse swad sloatertt Mass. 
CI oc as oin.0 Spin p90 kon EW Jersey 
Dayton Ohi 

Grand Rapids 
Hartford 
Lowell 
Nashville 
Portland 
* Reading 
Richmond 
Seattle 


100,000 TO 
Allegheny 
Columbus 
Denver 
Fall River 
Indianapolis 
Kansas City 


200,000 POPULATION. 


Tee ee Pees Missouri 
Los Angeles ....... al, 





SRRSP SSE 
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Haven Conn. 
vont RR as sg ig Sug 5 aac oo a 


II: 5.5000 c's eccceees ce NCW JELpey 
Providence Rhode Island 


Rochester New York 
SRS aie Missouri 


200,000 TO 500,000 POPULATION. 

RE). 5. 9 h.0.0is.00:0 wine's ¢0'saie NOM). RON 
Cincinnati Ohio 
Cleveland ) 
97d a0: 9:9) 6's,4:6 0 4 aeheee RON Mich. 
METRY occ ce ciccc see s NCW: JOrBCY 

uisville Kentucky 
Milwaukee Wis. 
ON Se ae: See Minn. 
Newark ..................New Jersey 
SPEITAREG © 0 6.65405 0 c0s-0-6-08 ¥ 0 Louisiana 
Pittsburg Penn. 
CNBOD. 6oi5-5 6 osineee's Cama eta Cal. 
Washington 


FROM 500,000 UPWARD. 
EE nis o's aro koe oases wu Maryland 
Boston Mass. 
Chicago inoi 
New York .... 

Philadelphia 
EIONIG 0.0.0 0.6.9.0 0 0:4,3.0 «.0.0:04,0 0p UOTE 

Printers’ INK has always held 
that newspapers which carry the 
largest number of want aclvertise- 
ments are closest to the hearts of 
the people, and are for that reason 
not only prosperous, but of a dis- 
tinct profitableness to an adver- 
tiser. 

It would therefore be of great 
interest to the readers of PRINTERS’ 
Ink, who constitute the present 
and prospective advertisers of the 
whole country, to have in its col- 
umns .a department containing a 
regularly appearing list of Want 
Ad mediums. Advertisers and 
publishers of Want Ad mediums 
would be materially benefited by 
this procedure, the former by get- 
ting valuable, ready-to-use infor- 
mation, the latter by the patronage 
that would result through the in- 
formation thus spread before the 
advertiser in the Little School- 
master’s every issue. 

Printers’ INK wishes to ascer- 
tain whether this plan is one that 
appeals to any considerable num- 
ber of publishers whose papers can 
justly claim to be the Want Ad 
mediums for a given locality. If 
the plan is received with favor, the 
names of papers will be published 
under a suitable heading, classified 
by States, and ten cents a line per 


‘ 


issue will be charged for the ser- 
vice, six words averaging a line. 

If publishers of papers entitled 
to be mentioned in such a list find 
themselves interested in the scheme 
outlined, they are asked to com- 
municate with Chas. J. Zingg, man- 
aging editor and business manager 
of Printers’ INK. 


Mest Re ae 
Editor—I am sorry to hear, parson, 

that you are displeased with the church 

announcements in our last issue. 
Parson—Displeased! Read this, sir. 


“Next Sunday evening the Rev. Mr. 
Parsons will speak upon the devil. The 
address should be well worth hearing, 
as Mr. Parsons is always full of his 
subject!”’—New York Sun. 








Successful Advertising 


How to Accomplish It. 


RPP Pad ted dad ddr dd dL dd ddd 





A Book for Retailers and 
Young Men who Begin 
the Study of Adver- 
tising. 


Price $2:00 


Where the usual volume on 
retail advertising quotes stale 
advertising phrases and gives 
hackneyed specimens, Mr. Mac- 
Donald's book searches out the 
inner advertising principles of 
each business, and sets it forth 
clearly and briefly, His matter 
all through the book is distin- 
guished for comnactness and 
clarity,and is written in a 
sprightly, forceful way. 


ARAPP AM dr dred dh dadd dadadadeadadead 
WI 








The above book will be sent 
postpaid to any address upon 
receipt of two dollars. Ad- 
dress Business Manager, Print- 
ers’ Ink, 10 Spruce St. , New York 
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FROM AUSTRALIA. 
Kinross, THe Esptanape, St. KI.pa, 
MELBouRNE, Vic., Nov. 28, 1903. 

Editor of Printers’ INK: 

Have noted your recently printed in- 
vitation to your readers to send in 
paragraphs of possible interest, 

I’m not on the paying subscription roll 
of Printers’ INK, but my employers 
are. They subscribe for the benefit of 
their employees, and (incidentally) for 
their own also. We get a big proportion 
of the world’s advertising journals in 
our office, but, to use an Australianism, 
none come “within coo-ee” of the Little 
Schoolmaster. 

Advertising out here is not conducted 
on anything like the enthusiastic, go- 
ahead lines which appear to obtain in 
America. There is a solid leaven of the 
old-fashioned British stock here, which 
objects to any announcement not couch- 
ed in the pedantic method of bygone 
years, commencing with “Beg to assure 
our valued customers,” and ending with, 
“Hoping for a continuation of your 
esteemed patronage.” 

While not perhaps preety sticking to 
those phrases, still the arc haic style is 
maintained. Quick, vigorous thought or 
apt illustration are frequently sup- 
pressed as unnecessary. While adver- 
tising illustrations are common, the ad- 
vent of Sunny Jim is an education in a 
degree, as showing us the creation of the 
subtle, memory-impressing “force” (no 
joke intended) by the humorous —- 
of cause and effect. The originator o 


this scheme of advertising would have 
found no market for it in a British com- 


munity. The term British is used ad- 
visedly, for the average Englishman on 
distant soil becomes even more “British” 
in his ideas. It is, however, some small 
consolation to note an Americanising 
tendency in daily-paper advertising. 

The dry goods firms (soft goods, we 
call them) have made an pi noctone to 
break away from the dry-as-dust style of 
former years, and some of their ads are 
quite chatty now. 

It may be only fond affection, but the 
advertising enthusiasm which PriInTERs’ 
Ink has awakened in me will hear of no 
other explanation of the change than the 
influence of the Little Schoolmaster. 

Some of our advertisers who a few 
years ago would have given the Sermon 
on the Mount in a few lines to announce 
“the following are blessed, the meek, 
the lowly, etc., etc.,”” would now see the 
advantage of using display in the ma- 
jestic message, and giving it in its 
sublime detail. 

The change was wanted. And more is 
needed yet. We have a few able adver- 
tising men, men with ideas, but their lot 
is not an enviable one. The market is 
too restricted. Australia has a popula- 
tion of about four millions, spread over 
territory equal in area to the United 
States of America. The country is young 
in every sense, infantile in many ways. 
British manufacturers have for long re- 
garded Australia as their special per- 
quisite. Their British-made advertise- 
ments of boots, hats, whisky, soap, cocoa, 
and hundreds of other lines, have been 
sent out broadcast. With an almost sta- 
tionary population, Yocal advertising can 
only be of a competitive nature. And 
local advertisers have not usually huge 
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capital behind them. Nor are they usy. 
ally experienced in advertising methods, 
Consequently the way of the Australian 
advertising man is not strewn with roses, 

We all know that a country pro. 
gresses by its requirements. And these 
are largely created by advertising. But 
without an increasing population there 
is a limit to a country’s needs. And that 
is Australia’s case to-day. We have a 
market for another foodstuff, another 
cocoa, or three foodstuffs or three 
cocoas. But this market is only gained 
by taking trade from another maker of 
these lines. There is no natural expan. 
sion at present. And again, Australian 
business men are largely of the first 
generation. They are keen and shrewd 
to a high degree. But their market is 
restricted, and they are not familiar 
with, for instance, American _progres- 
sion. Plenty of instances could be given 
of truly fearsome advertising ideas; for 
instance, for very many months a lead- 
ing Australian hardware firm have been 
advertising English safes of a certain 
make in the columns of an Australian 
medical journal. The advertisement care- 
fully explains why these safes are suit 
able for bankers, but there is not a word 
in the half-page to show why they are 
suitable for the medical profession. 

We have, of course, many able business 
men who advertise well, and who have 
become successful by advertising, but, 
generally speaking, the ways of the Little 
Schoolmaster are not nearly half under- 
stood. 

Advertising on hoardings and in tram 
cars has been much featured these past 
few years, and some really effective and 
artistic posters are to be seen. The Au- 
stralasian Advertising Co. have the field 
pretty much to themselves in these lines, 

In newspaper advertising the Au- 
stralian public is extremely well catered 
for as regards quantity. 

Some of the country newspapers take 

advertisements at a ridleuloasly low rate, 
and the writer has seen quotations as 
low as £3 (say $15) for a half-column 
in a bi-weekly for a six months’ term. 
_ An advertising friend recently gave 
instructions to withdraw his ad from a 
certain small country paper and received 
in reply a request from the publisher to 
be allowed to continue the ad gratis till 
he could get another ad to replace it. 
American illustrations and jokes are in 
great demand for the literary papers, and 
generally used throughout the length 
and breadtth of Australia. 

Publishers in country districts have 
the same difficulties in raking in sub- 
scriptions in Australia as elsewhere. In 
connection with this, the Sydney Bul- 
letin tells a story of a letter recently 
received by a New South Wales paper, 
the Mudgee Guardian. The letter re 
ceived from a “bush” subscriber was as 
follows: “Would you please go to the 
Court House and register my two dogs? 
T haven’t any money, but if you pay the 
five shillings it will make £3 I owe you, 
and you can stop my paper, and I wi 
pay you when I can.” 

Yours truly, Frank BELL. 

> 

You’p think it was a crazy farmer 
who only milked his cows once a month 
—some advertisers are just the same— 
White’s Sayirgs. 
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RRECT USE OF TRADING 
= STAMPS. 


Lawrence, Mass., Dec. 24, 1903. 
Editor of Printers’ INK: | 

Trading stamps having failed to prove 
a cure-all for business evils of all kinds, 
merchants are asking themselves, 
“Why?” None, however, thinks of 
placing the blame where it rightly be- 
longs, following the time-honored cus- 
tom, handed down from time im- 
memorial, of attributing it to the thing, 
in this case, “the stamp evil.” 

Now, that is all bosh. The merchant 
has only himself to blame. Had he used 
the trading stamps as he should have 
used them, they would have added dol- 
lars to his bank account, and made him 
glad he was living. : 

Wishing to verify the conclusions at 
which he had arrived, the writer called 
upon merchants and dealers in nearly 
all kinds of business who were giving 
them. One and all seemed dissatisfied 
with results, and to a man they declared 
that it was inexplicable that results were 
not more satisfactory. Yet there was 
no reason why they should not increase 
business, so they said. Collectors of the 
stamps secured valuable premiums, which 
represented just so much money, and in 
some cases could even get cash. This 
was “something for nothing”—just what 
the people wanted—and the laughable 
part of it is that they got it. 

One butcher, established in a rather 
out-of-the-way place, who was called 
upon, said: “During the first week, 
while I was giving double stamps, I 
took in over $60 more than the average, 
and was consequently pleased. The sec- 
ond week I gave single stamps, and the 
business dropped off $20, with a similar 
drop in each of the two weeks following, 
until receipts were normal. As I took 
the same newspaper space throughout the 
month, and kept prices down to my 
usual figures, I am unable to account for 
the slump. One thing I do know, and 
that is that there’ll be no more stamps 
given out here after my contract with 
the company expires. Why’—and here 
he warmed up—‘it has cost_ me the 
stamps and an extra man, and I am get- 
ting no more business.” % 

Now, had this man done some think- 
ing in addition to giving stamps, his 
sales would have substantially increased. 
While giving double stamps to his com- 
petitors’ one, his prices were lower, and 
thrifty buyers took the time and trouble 
to go to his out-of-the-way place. When 
the other dealers offered like induce- 
ments, people bought at the most con- 
venient place, and business consequently 
dropped to its normal proportions, the 
regular customers buying only what was 
needed—only a little cheaper. So it 
was with all the merchants, only con- 
ditions, some favorable, some the reverse, 
varying. 

Analysis shows this: 

Trading stamps rightly used as _a 
means to an end produce business. To 
be considered right means to an end, 
they must be inducements. They are 
not inducements when each and every 
dealer gives the same number with pur- 
chases, and when practically every 
dealer gives them. 


What, then, will make trading stamps 
effective? The remedy is plain—offer 
them only as inducements, not con- 
tinuously. Let it be so understood. Put 
it right in the stamp-books that they will 
be given only when advertised. Then 
merchants will have no reason to com- 
plain. They will be effective weapons, 
costing little. Buyers prefer steak at 
thirty cents and two stamps to steak at 
twenty-eight. 

And the man who gives stamps, but 
who advertises it only by placing a card 
in the window, will wait. 

And he who uses both brains and 
stamps will win. 

Furthermore, let the merchants form 
an association of their own, giving their 
own trading stamps and premiums. Let 
them learn from the trusts. 

Yours truly, Frep. G. KagssMan. 

+ 
A BAKER’S PUBLICITY. 
ToRoNnTO, Jan. 13, 1904. 
Editor of Printers’ Ink: 

In your issue of December 30th I read 
a _ clipping from the Bakers’ Helper. 
That paragraph tells of a baker with four 
wagons doing a business of $15,000 a 
year, and boasts of having built up such 
a business in seven years without ad- 
vertising. Of course, the question na- 
turally suggests itselfi—how much more 
could he have done if he had adver- 
tised? A concrete illustration of what 
might have been done is the case of 
George Lawrence, of Toronto. He start- 
ed out a few years ago with two hun- 
dred dollars in cash, a horse and wagon 
and faith in advertising as his stock in 
trade. He now has twenty-one wagons, 
and has enlarged his bakery three times. 
He has to compete with thirty other 
bakers, some of whom were in laclana 
a great many years before he thought of 
starting. To-day he is probably the sec- 
ond largest bread baker in Canada. 
These results have been obtained through 
good advertising. To show you what 
the results of some of his advertising 
campaigns have been I will state that 
during the month of June alone he made 
an increase of 49,094 large loaves, or 
double that number of eualt loaves. And 
in the next five months his increase for 
the season had been 91,224 large loaves, 
or double that number of small loaves. 
If this does not show that advertising is 
goou for bakers as well as anybody else 
I don’t know what does. 

One result of Mr. Lawrence’s adver- 
tising was the power it gave him to re- 
sist the crushing boycott that was in- 
stituted against him. It was his adver- 
tising that saved him, for no matter 
what jobs the other bakers put up on 
him, the people themselves had _ been 
educated to want Lawrence’s bread, and 
the only way to take the trade from him 
was to do better auvertising than he did. 
The bakers’ boycott only made Mr. Law- 
rence stronger than ever in his deter- 
mination to make advertising the corner- 
stone of his business. If any baker who 
is doubtful about the value of adver- 
tising for his business should read this 
and want further information it will be 
cheerfully given him. 

E. S. Dean, 


Yours truly, 
The Evening Telegram. 
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A RUSSIAN DIRECTORY. 

Mr. Sunapes, N. H., Jan. 10, 1904. 
Editor of Printers’ Ink: 

It may interest some of the large 
firms who are subscribers to PRINTERS’ 
Ink that the Imperial Russian Ministr 
of Finance is about to publish a hand- 
book of the commercial and manufactur- 
ing establishments of Russia. The work 
will contain the names and addresses of 
about 16,000 firms, as well as detailed 
information as to the condition, size 
and location of each. The book, which 
will have some 800 pages, will be sold 
for 5 rubles ($2.58) a copy. 

ours, Dean Bowman. 
BALTIMORE ADVERTISING. 
1652 W. North Ave. 
Battrmore, Mp., Jan. 12, 1904. 
Editor of Printers’ Ink: 
_ This ad actually appeared in the Bal- 
timore News of January 11th, 1904: 
A WARNING TO ALL! 
Don't lose yoursense oryour money. 
Call here; we'll teach you how to 


keep both. 
Don't forget, we’re selling off all our 
fine grade clothing at cost and less. 
HIRSCHMANN’S MISFIT PARLOR, 
113 N. Eden B8t. 

Now, isn’t that inviting? 

In sharp contrast to the stupidity of 
this ad is the sign on the window of a 
Baltimore street hatter. In some way, 
this hatter’s window was broken right 
in the center, the cracks in the glass ex- 
tending in every direction to the frame- 
work of the window. Right over the 
hole in the center was pasted this sign: 


: _ People are so anxious to get the Hat : 
: Box Hats thatthey break in after them! : 


eeeeeee 


Just a couple of instances of Baltimore 
advertising, which may probably prove 
interesting to your readers. 

Yours very truly, 

Jerome P. FLEISHMAN. 
———_ +o 


ADVERTISING REAL ESTATE. 


A. B. Hay, Jr. 
Farmers Bank Building. 
PittssurG, Pa., Jan. 15, 1904. 
Editor of Printers’ Ink: 

Having heen an interested reader of 
your excellent little magazine, and a 
faithful adherent to advertising, realizin 
in every way its importance in the worth 
of commerce, I feel that I am entitled 
to express 2 few of my thoughts on the 
subject of real estate advertising, a 
branch of business in which I am more 
or less familiar, In one issue of 
Printers’ INK of last year, you quoted 
some very good suggestions from Phila- 
delphia agents, but since that you have 
had very little, if anything, to say on 
the subject. We have been running in 
the Pittsburg dailies house renting ads, 
which we have found very productive 
of custom, yet I think there could be a 
great deal of improvement over the best 
of this style of advertising. The public 
as a rule wish to know the rental price 
of a house before anything else, pre- 
ferring to use their judgment in this 
respect as to what they want, no matter 
in what part of the city or cities it may 
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be located. This has been the best ad; 
as you notice they graduate in price and 
invite all classes and pocket books, It 
is generally set solid, to economize jn 
space as much as possible, as bold dis. 
play does not seem to attract as much 
as price: 
.00, 6 MatildaS8t.,3 rooms, 2d floor, 
6.00, 8 Matilda St.,6 rooms, brick. 
.00, 407 Jackson St,, 3 rooms, bath, eto, 
25.00, 1222 Race 8t., 5 rooms, frame, baih, 
80.00 622 Morrison Ave.,7 rooms, frame, all 


modern, 

85.00, 212 Euclid Ave., 8 rooms, frame, all 
modern. 

45.00, 452 Califo:nta Ave., 9 rooms, brick 
all modern. 

50.00, 282 Shady Ave., 10 rooms, brick, all 
modern. 

7.00, 420 Sherman Ave., 11 rooms, brick, all 
modern. 

100.00, 212 N. Highland Ave., 12 rooms, brick 
all moder 


A. B. HAY, Jr., 
Farmers’ Bank Bldg., Pittsburg. 

This brings in your trade and your 
office people take care of it, explain care. 
fully how to reach properties, go into 
details about neighborhood, _ location, 
nearness to shopping district, convenien- 
ces, luxurious or otherwise, as the case 
may be, furnish keys and generally ac. 
company the prospective renter to the 
property. 

_The same plan is also adapted to sales 
with gratifying success, but to my mind 
a good photo-engraving of the property 
in question, showing architecture of 
house and surroundings, is much better, 
as the Rie age customer will gen- 
erally pay the price if he “gets stuck 
on” the picture. Another good sale plan 
is to run a “blind” ad like this: 
= SALE—A first class property in center 

of refined neighborhood — beautiful 
house and lawn, excellent water, all modern 
conveniences; to be sold at a sacrifice. In- 
quire 609 Farmers’ Bank Bldg. 

It would surprise you the number of 
inquiries such an ad produces, as an 
agent usually has a number of proper 
ties answering this description and can 
generally “land his man” on something. 

I wish your paper would invite sug- 
gestions on this department of adver- 
tising, as you can see it has a large field, 
and a few hints such as the foregoin 
would be greatly appreciated by re 
estate agents in general. 

Respectfully yours, 

Gen G. WALLACE. 


+o 
THE PLAN. 

The most important part of adver- 
tising is the plan. Get on the right track 
and the rest is easy. Map out a plan 
of campaign on the gight lines, and it 
will take an uncommon amount of blun- 
dering to make a failure. I would rather 
start on the right plan with poorly- 
prepared advertising matter than to start 
on the wrong plan with the most care 
fully written literature by the most ¢x- 
pert writer in the world. 

Concentration is the secret of success. 
Every advertisement in a series ought to 
bear on the same point, but not in the 
same words or not from the same stand- 
point. A point of superiority in an af- 
ticle can be hammered at in each of @ 
hundred different advertisements, ami 
each announcement can be as dissimilar 
from its predecessor as possible.—Am- 
erican Advertiser. 
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A HANDSOME booklet in bronzes and 
colors describes the loose leaf account- 
ing systems of the William Mann Com- 
pany, Philadelphia and New York. 


A sorter that has exceptional blot- 
ting qualities comes from the ick 
Hathaway's Concern, makers of spike 
nail advertising novelties, Madison, Ohio. 


Tue American Machinist sends out a 
clever little booklet of “Letters from a 
Self-made Advertiser to His Son.” They 
carry a moral directly applicable to the 
publication. 


Aut the favorite songs of American 
colleges have been compiled in an at- 
tractive advertising brochure by the 
Misses Turner and Semple, makers of 
advertising literature, 120 Boylston 
street, Boston. 


“Money in Speculation” is a booklet 
dealing with bulls, bears, Wall street 
terms, the methods of trading and_so 
forth, published by Richmond & Co., 
stockbrokers, Pittsburg. Views of the 
firm’s offices make spirited illustrations. 


~ “Expansion” is 2 compact, pithy book- 
let giving the business story of the 
Murphy Chair Co., Detroit, Mich. Cover, 
matter and general make-up are beyond 
criticism. Printing by Dickinson Bros., 
Grand Rapids, Mich. 


Tue commercial department of the 
Montreal Gazette has compiled and pub- 
lished an interesting volume of facts and 
figures relating to the manufactures and 
trade of that city, particularly the ex- 
port traffic of the port of Montreal. 


Tue Y. M. C. A. of Germantown, 
Pa., sends a packet of advertising liter- 
ature that is replete with sense and 
forceful argument, covering the various 
departments of the Association work in 
a way that ought to be interesting to 
outsiders. 


A HANDSOME general booklet from 
the Farmers’ Deposit Savings Bank, 
Pittsburg, deals with banking by mail, 
accounts for children and young people, 
women’s accounts, foreign exchange, 
loans, mortgages and other departments 
of its service. The information is clear 
and compact. 


DurinG 1903 the railroad department 
of the Y. M. C. A. added new buildings 
at seventeen important railroad centers 
in the United States and Canada. These 
buildings are illustrated and described in 
a neat booklet entitled ‘“‘Progress,” mail- 
ed from the general offices at 3 West 
Twenty-ninth street, New York. 


PHILADELPHIA is the home of tin roof - 


advertising—good tin roof advertising 
(at least good advertising of good tin 
roofs), Gara, McGinley & Co., of the 
Quaker City, send out a handsome book- 
let in which bright arguments for tin 
roofing are illustrated with various large 
jobs undertaken by the firm, beginning 
with the first bit of outdoor tinning ever 
done by the firm. Copper, tile, slate and 
slag roofs are also illystrated. 
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“Wuat Others Say” is a booklet of 
personal and published commendations of 
the Index, Pittsburg’s society weekly. 


THE circulation of the Sioux City 
(Iowa) Journal in the heart of the great 
American corn belt is shown by means 
of a lucid map folder. 


A POINTED, diversified series of folders 
bearing arguments for the Kelly-Spring- 
field Tire is used by the Consolidated 
pane Tire Co., 40 Wall street, New 

ork. 


A series of ten postal talks mailed 
recently by Power, New York, are fully 
up to the standard of brightness and 
unconventionality that mark the adver- 
tising of this publication. 


More than 3,000 pages of advertisin 
literature and catalogues are pabtichod 
by Hammacher, Schlemmer & Co., tool 
makers, New York. To facilitate mat- 
ters the whole mass of literature is 
briefly listed in a neat catalogue of cata- 
logues, 


Soutn Dakota seems to be a rival of 
New Jersey as a State for incorporating. 
The South Dakota Corporation & 
Finance Co., 220 Broadway, New York, 
has compiled a booklet setting forth the 
advantages of incorporating there, as 
well as the advantages of the corpora- 
tion over the business partnership. 


Tue fiftieth anniversary catalogue of 
the Friedman Bros. Shoe Co., St. Louis, 
is a sumptuously printed book of sixty- 
four pages bearing the imprint of the 
Woodward & Tiernan Printing Co., that 
city. As its motto for the next half 
century the company has adopted “‘Small 
and sure profits often repeated are the 
foundation of modern wealth.” 


Some men don’t make their biggest 
strikes until late in the afternoon of 
life. J. Pierpont Morgan achieved his 
reat successes since his sixtieth year. 
e is sixty-six now, and getting young- 
er. He used to fail in some of his under- 
takings. He built the famous elephant 
at Coney Island and lost a lot of money 
in the venture. He tried to rejuvenate 
the Long Island railroad, and got an- 
other elephant on his hands. There is 
no record, however, of his ever having 
made the same mistake twice.—Bank 
Notes, Indianapolis. 


CRRABAAABBORAARA HA A AD 

‘WHAT’S A DOLLAR 

{ for a book that’s worth a hundred 
to anybody writing ads? 


2 
catch 
goods. Suita : 


9 
» 
» 


We offer such a little volume con 
for window cards, counter displays, interior 
eye-catchers aot fee —— Oy aeeree 
and general city. ught and praised 
by. ‘leading ) merchants and adwriters 
throughout the country. Price, $1 post- 
paid. See ad in classified column, 
DeBear Publishing Co., > 
q 1 Union Square mr New York, » 
éuvus vod 
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No amount of money can buy a place in this list for a paper not having the 


requisite qualification. 


as under this caption are accepted from publishers who, aceo 
ing to e 1903 issue of the American Newspaper Directory, have submitted pt 
that edition of the Directory a detailed circulation statement, duly signed and dated, or 


have supplied a similar statement for the 1904 issue of the Directory, now under 
issued in April next. Such circulation figures as ae mentione 


vision and to 
characterized by a +. 
These are generally regarded the 
to —S he pays his hard cash t 
e 


oing re- 
last are 


peptichare who believe that an advertiser has a right 
ack figures denote the average issue for the year indicated. The light-faced 


number in brackets denotes the page in the American Newspa' 
tains the details of the publication’s character. wepaper Directory which ou 
Advertisements under this caption will also be accepted from publications to which the 


American Newspaper Directory accords the sign (© ©), the so-called gold marks, 
superior excellence in quality of circulation. 


tion, if entitled as above, cost 


tions to date yet d 
a statement in detai 


denotin 
G2 Announcements under this classifies 


20 cents per line under a YEARLY contract, 80 

year, 10 per cent discount if paid wholly in advance. ; ortety ae 
increase of circulation can be made, 
properly signed and dated, covering t 


Weekly, monthly or quarterly correc! 
peers the publisher sends 
e additional period, in accord- 


ance with the rules of the American Newspaper Directory. 


ALABAMA. 
ten, Evening Star. Dail orennge, for 
isi i 159: Weekly. °03, 2,216 (%) guarant 
months, Lp da ly 1,750 guaranteed. 
ie + daily and weekly circulation in_Annis- 
ton : istrict. "Weekly edition. edition: The Republic, 


Bieutn ham, Birmingham News. Daily av. 
Sor 1903, 17,488 (2); last 6 months 1903, 18,052; 
guaranteed. 


Birmingham, Ledger. dy. Average for 1902, 
18,980 (34). Av. Sor At Aug., 1903, 17,586, guar’t'd. 
Montgomery, Advertiser. ede ip A Co. Av- 

circulation for 1902, guaranteed, daily 10,- 

(OO), weekly 12,841, f'Sanday 14,6 25 (40) 


ARIZONA, 
Bisbee, Review, daily. 
In 1902 no issue less than 1, 25 50 (46). 
issue less than 1,750. 

Phoenix, Republican. Daily average for 1992, 
5,820 (47). Logan & Cole Special Agency, N. Y. 
ARKANSAS. 

art ny. * daily. In 1902 no issue less 
). Act average Sor August, 

y © er 1903, 8,109. 
Little Roek, Arkansas Methodist. Geo. Thorn- 
burgh, publixher. Actual average 1902, 10,000. 


CALIFORNIA. 
Fresno, Morning Republican, daily. Average 
= wes 4,644 (67). E. Katz, Special Agent, N. Y. 
land, Tribune, datiy. Average for 1902, 
902 a Tribune e Publishing Company. 
San , San Diegan ‘Diegan Sun. Daily average 
for 1902, x 22 (80). W. H. Porterfield, os 
San Francisco, Argonaut, week] fa yernee 
tor 1902, 15,165 (81). E. Katz, Special Agent, N 
San Francisco, Bulletin. R. A Crothers. Av. 
for 1902, daily 49,159, Sunday 47,802 (80). 
San Franeiseo. Call,d’y and 8’y. J. D. Spreck- 
els. Aver. for 1902, ay 60,885. S’y 71, baa (80). 
‘Av. 1903, daily 61,084 (%); S'day 82,015 (3) 
San Jose, Evening Herald, daily. The Herald 
Co. Average for year end. Aug., 1902, 8,597 (86). 
San Jose, Morning Mercury, dail peroury 
Publishing Oo. Average for 1902, 6, Bee (86 
CONNECTICUT. 
Hartford, Times, daily. Average for 1902, 
16,172 (111). Perry Lukens, Jr., N. Y. Rep. 
Meriden, Morning Record and Republican. 
—. n Pub. Co. Dy. av. for 192, 7,887 (112). 
Haven, Evening , Register. daily. Actual 
av. ie 1903, 18,571 (%); Sunday, 11,292 (>). 
New Haven. Paliadium, daily. Pam x oa 
902, 5,500 (114). EZ, Katz, Special Agent, N. Y. 


$94 


B. Kelley, pub. 
In 1903 no 


New Haven, Union. Av. for 1902, d’y 15, - 
8’y 8,825 (114), E. Katz, Special Agent, N. i 

New London, Day, ev’g. Av. 1903, mp 
(115), Average gain in past year. 415. 


Norwich, Bulletin, daily. Bulletin Co., pub- 
lishers. Average for 1902, 4,659 (115). Actual 
average for 1903, 4,988 v8 (3). 

Waterbury, Re ublican. Daily 
5,846 (sk) La Coste & Maxwell. Spec. date N. ?. 


COLORADO. 

Denver, Post, daily. Post Printing and Pub- 
lishing Co. Average for 1902, 82,171 (97). Aver. 
age for December, 1903, 44,416. Gain, 9,259. 
&@™ The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of the 
American Newspaper Direct- 
ory, who will pay one hun- 
dred dollars to the first per- 
son who successfully contro: 
verts its accuracy. 


DELAWARE. 
Wilmington, Morning News, daily. News Pub- 
lishirig Co., pubrs. Av for 1903, 10,544 (*#). 


DISTRICT OF COLUMBIA, 
Washington !v. Star, Ev. Star News- 
paper Co. Average for 1902, seat. 9748 (© © (122), 


National Tribune, weekly. —-. rH Pe 
104,599 (123). First six mos. nes. 12,2 
Smith & Thompson, Rep., N. Y. & Cnet 


FLORIDA. 
Jacksonville, Metropolis, daily. Aver. 1902, 
7,018 (128). Average set 6 m ist 6 months, 1903, 8,229. 
a htts Journal, morn mornings, ex. Mon, Av. 
902, 2,441, Av. 1903, 2,929 (sk); Dec. 1903, 8,190. 


Tampa, Morning Tribune. Tribune. dail 
bune Pub. Co. Average for 1902, 
GEORGIA. 
Atlanta, Journal, dy. Av. 1902, 87,828. Semi- 
wy, 84,105 (135). Present average, 89,884. 
Atlanta, Hess Actual daily crerapt, 1908, 
20.104 (). re December, : 1903, 28,72 


Atlanta, sonthans Gah Cultivator, culture, 
semi-mo. Actual average for 1903, 80, wn 


UA 
rey) 
aaa) 


Ecos 608 a) 





Lafayette, Walker Co. Messenger, weekly. 
C. Napier, Jr.,pub, Av. for 1903, 4640 (*). 
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IDAHO. 
,Betee, one Hows, d’y and wy. Capital New: 


1903,dy 2,761 Ph), po 
Heute (151). 


ILLINOIS. 
yh ggg ge Acer B18 eh ae, 
110 ) average 4 3 
ies dal y, 948; weekly, 1,125, 


Bie News. In 1902 no issue less than 
00 dail 400 weekly (163). In Novem- 
ape 1903, NO daily issue less than 2,400. 


Chieago, Ad Sense, monthly. The Ad Sense 
Co., pubs, Actual average fo for 1902, 6,088 (176). 


Chicago, American Bee pousaul, weekly. 
Actual average for 1902, 7,485 (167) 

Ohiengo, Bakers’ Helper, monthly. H. R. 
Clissold. Average for 1903, 4,175 (2) (OO). 


Chicago, Breeders? Gea, stock farm,week- 
ly. Sanders Pub. Co. Average for 1902, 60, 052 
(167). Actual average for 190 67,880 (sk) 


Chicago, Dental Dige-t, mo. PD. H. Crouse, 
pub. Actual average for 1903, 7,000 (2). 


Ohicago, Grain Dealers Journal, s.mo. Gra‘ 
Dealers Company. Av for 1902, 1416 (O@) C70). 


Chieago, Home Defender, mo. T. G. Mauritzen. | 
Act. av. 1902, 5,409. Last 3 mos, 1903, 84,000. | 


Chicago, Irrigation Age, monthly, D. H. An- } 
derson. Average for 1902, 14,166 (181). Average 
ten months 1903, 22,100. 


Masonic Voice-Review, mo. Average for 1902, 
26,041 (182). For six months 1903, 26,166. 


Chieago, Monumental News. mo. RK. J. Haight, 
pub. Av. for year end. July, 1902, 2,966 (182). 


Chieago, National Harness Review, mo. Av. 
for 1902, 6,291 (183). First 8 ‘mos, 1903, 6,250. 


Park and Cemetery and Landscay pe Gardening 
mo. Av. for year ending July, 192, 2,041 uss), 


Chi Record-Herald. Average for 1902, 
daily 158.424, Sunday 171,816 (166). 


Chicago, The Onerative pier, monthly. Act- 
ual average for 1902. 5,666 (1 


Chteage _— daily. Tribune Co. In 1902, 
vA (©) (166 


East St. ae Poult Copwe. mo. Poult 
Culture Pub. Co. Av: erage 1902 875 (192). wr! 
erage first sie months 1903, 14, 88: Ht 





Evanston, Correct English: How to Use It, mo. 
Average for year ending Oct., 19C2, 9,750 (194). 
—- 


Kewanee, Seas. Conpton Average for 1902, 
daily 2,410, weekly 1,522 (203). Average guar- 
anteed circulation laily for August, 1903, 8,006. 


Peorta, Star, evenings ana Sunda: 
Actual sworn average Cor 1902, 28,74: 


Roekford, Register Gazette. Dy. av. for 1902 
5,554, s.-wy. 7,052 (223). Shannon, 150 Nassau. 


Roekford, Republic, daily, Act~al average | 


for 1903, 6,540 (3) 


INDIANA. 
Evansville, Courier, daily and 8. Courier Co., 
pub. Act av. '02,11,218 (244). awornen. 703, 12, 
618. Smith & Thompson, pson, Sp. Rep.,N.Y.& ‘Chicago. 


Evansville, Journal-News. Av. for 1902, d’ 
11,910, S’y 11,508 (4). E E. Katz, Sp. "gt. N. ¥ 
Goshen, or ea, Club, monthly. Average for 


192, 25,5 A persistent medium, as 
housewives keep every issue for daily reference 


marung. 





mintignapetia, News, dy. ‘Hilton U. Brown, 
V. for 1902~actual sales—62,188 (250). 


Lafayette, Morning Jou: 
average 1005; 4,008 GE) ; pomton Reg ag OF 


pe ; fame peng dally. ater rete ya pub, 
ctual ave ‘or | ‘or 1903, 
5.295 (ck). December, 1008, 6,625. . 
Munele, Star, d’y and 8’y. Star Pub.Co. Year 
ending Feb. 1903, y 2 21,468, S’y 16,585. (260). 
Notre Dame, The Ave Maria, Catholic weekly 
magazine. Average tor 1902, 25,976 (262). 


Prineeton, Clarion-News, daily. Clarion Pub- 
lishing Co. Average for 1902, 1,820 (264). 
stighmoné, Evening Item. Sworn dy. av. for 
8,124. Same for August, 1903, 8,227. 


proms Bend, Tribune. Sworn ety average 
1902, 4,861 (267). Sworn av. for Nov., 6,808, 


IOWA. 


Arlington, News. All home-print weekly. W. 
F. Lake, pub. Average for 1! 1902, 1,400 (282), 


Burlington, Gazette, zette, daily. Thos. arene, 
pub, Average first nine mont 18 1903, &, 756. 


Burlington, Hawk-Eye, daily. J. L. Waite. 
Av. for 1902, 6,818 (285). June 30, 1903, 7,018. 


Pt capert, Times. Dy. av. 1902 6,882, s. 
527Z (292). Dy. av. October, 1903, 8,526, “Cir. 
= sae than double of any Davenport daily. 


Des Moines, Capital, daily. Lafayette Young, 
publisher. Sheol eve verage Sor 5" wu, 000 (x) 
(293). Average for December, 1,250. 


Des Moines. Cosmopolitan Oneoath month- 
ly. Still College. Average for 1902, 9,666 (294). 


Des Moines, News, daily. Aver. 1902, bP 
(293), First 9 mos. 1903, aver.. sworn, 41,871 


« Moines, Spirit of the West, wy. 
an Sive stock. Average for! for 1902, 6.095 gall 


Des Moines, Wallace’s lace’s Farmer, A 
Actual average January, 1903, 1908, 80,60. (294). 


Dubuque, Catholic {ic Tribune, weekly. Cathatte 
Printing Co., pubs. Actual average 1902, 4,80 


Museatine. Journal, dy. av. 1902 8,712, s.-wy. 
2,711 (315). Dy. av. ist 6 months 1903 4,188. 


Ottumwa, Courier. Dy. av. 02 4.491, s.-wy.6,- 
984 (319). /st 6 mos. 1903, dy. 4,577, s.-wy. 7,291. 


1903, 


Sheldon, Sun, d’y and w'ly. 
Average for 1902, d’y 486, w’ly 2bat ‘oo 


Shenandoah, Sentinel, tri- woe. A 
Publishing Co. Average for for 1902, 8,681 (323). 


Sioux City, Journal. ~ Dy. av. for first 8 mos. 
of 1903 (nvorn) 19.818, fy: av. for Aug. 19,698. 
Records alwa undisputed leader in 
its big, virgin Yield. int a avernae 16,968 (324). 


KANSAS. 


Atehison, Globe daily. E. W. Howe. (334). 
Offers to prove &,.200 daily circulation for 1903, 
or receipt any adr vertising bill. 


Girard, Appeal to Res Reason, weekly. J. A. Way- 
land, Average for 1902, 195,809 (343). 


Hutchinson, News, d’y and w’y. W’  aateg 
1902, no issue less than 1,920 (346). E. atz, N. 

Topeka, Western School Journal. pees 
monthly. Average for 1902, for 1902, 8,116 (36: 


Wiehita, le, d’ Py and w’ Av. we, d’y 16,- 
rele eet d abs) J Beckwit Beokwith, N.Y. ¢@ Chicago. 
KENTUCKY. 


> ae Breckenridge News, weskiy. J. 
Babbage. Average for 1902, 2,248 (368 


Leader. Av. for 1902, d’y 8,788* 
‘we ae 6, Sy 4,008 (873). £. Katz, 8: A., N. ¥. 
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Post 
(874). 


Padueah, Sun, daily Sun Publishing Co. 
Datly average for November, 1009, 2,289, 
LOUISIANA. 
w Orleans, item, daily. R. M. Denholme, 
pu dpiisher Average for December, /903, 18,166, 
ficial journal otty. Vew Orlea ne. 


New Orleans, Louisiana Planter and pagar 
Mfr, wy. In 1009 10 (asue lesa than 8,000 (387). 


New Orleans, ‘ihe Southern Buck, ‘official 
organ of Elkdom in La, and Miss. Av, '02, 2,866. 
MAINE. 


Augusta, Comfort, mo. WW. H. Gannett, pub. 
Actual average for 1902, 1,274,766 (301) 


Auguata, Kennebeo Journal, d’y and w'’y 
— d’y, 1902, 4,719, w'y 2, 188 (391). 


angor, Commercial. Average for 1902, daily 
ti Best weekly 20, o12 (392). 


Kvenin 


Louleville, Kvening Post, ay. 
Actual average for 902, 26,589. 


Oo., pubs, 


Lewiston, Evening Journal dally. Ave 
for 1902, 6,640 (@@), weekly 15,256 (© ©) ¢ 


Phillipa, Maine Woods, weekly. J. W. Brack- 
ett. Average for 1902, &, 416 (397). 


Portiand, Evening Uxpress. Average for 1902, 
daily 11,181, Sunday Telegram 7,666 (897). 


MARYLAND. 


Beltimore, | News, daily. Eveni 
ieing Co. rset 1002, 41,58 
December, venbe iy ¢ 


MASSACHUSETTS. 


Boaton, coteayp , beem po ae (412) Boston's 
tea table paper. Largest amoun’ week day adv, 


Boston, Globe, aver 
Daily, 196,570; Sunc 4 (BE 06 412-413), 
Average for 1908, dy. 195, 504, Sy. 2V7, 824, 
Largest circulation tn New gland, 
Advertisements go in morning and afternoon 
editions for one price 


New Eni land gland M ine, monthly. 
<), pubs, Average | , 21,580 (420), 


Pilot, every Saturday. Roman Catho- 
effrey — editor, (©©) 
Boston, Rost Arsrege for 1902, 174,178 
(is). Av. for Oe! 7 i008 dy. 185,804, "Sy. 172,» 
Largest p. “ ‘or a. m, sale in New England. 
Boston, Traveler. 


Ket. 18%. Actual daily av. 
19, T8,.852, In 1003, 76,666 (2). Octoder, 
November, December, 1908 1908, 78,588, 


Faat Northfleld . Record of Christian Work, 
mo. Av.for yr. end’g | March, 1908, 20.541 (425). 


News Pub- 
(402), For 


Bos 
Amerion 


Reoaton 
lic, Jas. J 


Gloucester, Daily Times. Average for 190, 
6,247 (497). First seven months 1903, 6,629. 


Lawrence, Telegram, n, daily. Tel Pub- 
ishing Go, Average for 1902, 6,701 ( 


Salem, Little Folks, mo. 
Cassino. Average for 1902, 75, 


uvenile. 8, EB. 
50 (434), 


Springfield, Good Housekeeping, mo. Avg. 
for 1902, 108,666 (496). end. Dee., 
#908, 185,992. Au Sdvcrtioementa quarenteed. 


Springfield, Re ublican. (435), Aver. 1998, d 
10 toetOo. ‘Sunday 18,988 (©). wy. 4,177. 


reeater, Evening Post, daily. 
poste, Average Tor 1902, 10.0% 


nion Publique, French, d 
S246 (8); Oot., Bos 


MO ama 


Worcester, L’Opi 
Act av, Sept., £903, 





MICHIGAN. 


Adrian, Telegram, dy. D. W.Grandon. Av, fi 
1002,1,876 (440). Av. frat 0 mths. tn 100, 8.660, 


Detroit, Free Press. Average for 1902, d 
41,952, Sunday 61,260 (40). ~ 

Detroit, Times, Sty. Pn troit Times Co, Ay. 
erage for 1902, 27,657 (# 


Grand Raptd« Trent Press, dy. A 
for 1902, 88,216 (406). Fir t 8 mos., 1903, 86,1 


Jackson, Citizen, daily. James O'Donnell, 
pub. Actual average for 1902, 8,887 (461), av. 
erage for first six months 1903, 4,828, 


Jneknon, Prees and Patriot. Daily average 


1902, &, O82 (461); for. December, 1008, 6,078, 


Kalamazoo, Gazette News, 1903, daily, 8,671 
(%) Guarantees 3500 more subscribers than 
any other daily epee lieted in the city, Av 
45 mo’s to Jan. 4 


Kalamazoo Telegra: h. 02 02, dy. 7,408,s.-wkly, 
7,579 402), To Ock 1, ui, d. by ABA, 8.10 BALA, 


naw, Evening News, daily. Average for 
December, 1903, daily 1h219, 


Ka. 
oon, 848 (473). 


MINNESOTA. 


Minneapolia, Farm, Stock and Home, semt- 
monthly. Actual average 1003, FB, 854 (sk) (498), 
Actual average January, 1904, ts, 500. 


wtingeonetio, Farmers’ Tribune, twice- ry 
J. Murphy, pub. Av. for 1902, 74, 714 (4%), 


‘ Minneanets, Journal, daily. Journal Print 


“The Great Daily 
of the Great Northwest,” 


The best barometer of business in any city is 
the amount of advertising carried by the lead- 
ing dail peee. 

NEAPOLIS JOURNAL carried 5,512,276 
lines of advertisin ie in 1908. This was 881,18 more 
—" than in 192, an increase of about 20 per 
cen 

THE MINNEAPOLIS JOURNAL carried ? +165,472 
lines of foreign os advertising—a gain of ~~ 
cent over 196 his is 10 per cent more t 
any other ARE paper carried, daily and 
Sunday combined. 

THK MINNEAPOLIS JoURNAL carried 58 percent 
more osreriane in 1¥03 than any other Minne- 
apolis daily oral daily 

Tux M MINNEAPOLIS OURBAL carrs 0 per cent 


more advertising in 1908 than any st Pat daily 
or daily and Sunday combined. 

THE MINNEAPOLIS JOURNAL carried 308,000 more 
lines of advertising in 1903 in its 318 issues than 
any other paper in Minneapolis in its 865 issues. 

HE MINNEAPOLIS JOURNAL'S circulation for 
December averaged 
61,005 Copies, 

which goes directly to the homes. oom pony 
the dest advertising medium in the No 

The Minneapolis Journal 
yt ORFECTION ABLE wEprAl My | 

AKEN. IS THE CLEAN, HIGH-GRADE, 
TWOCENT PAP ER ae MINNEA POLIS. 
M. LEE STARKE, Yonge General Advertising, 
Tribune Building, New York. 
Tribune Building Chicago. 

Minneapolia, N. W. Agriculturist, s.-mo. Feb.. 

03, 78.168 (498). 75,000 guar’d. S50, agate line, 


Northwestern Miller, weekly. Miller Publirh- 
ing Co. Average for 1902, 4,200 (© ©) (497). 

Minneapolia, Svenska Amerikanska Posten. 
Swan J. Turnblad, pub. /903, 49,057 (3k). 


Minneapolis, The Housekeeper ; household 
monthly. Actual average 1903, 268,250 (k), 
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Min lis Tribune. W. J. M y, pub. 
eet, 1367. Ol iis daily: “Aver: | Go 


Helena, Record Mts 7 Record Publishing 
Co. yey ey for 1902, 7 3. Average Jan- 
lay 3/st, 1903, 10. 


eapolis 
9 a. "1902, daily, 66,872 496) 7 Pande uary ist t 


850. For a dai 55 guerage, 72,88: 
Sunday, 61,07 Pon 
Kt of tH Tab 7F,129; We, fast 
The only Minneapolis daily listed in Rowell’s 
American Newspc red Directory 


NEBRASKA. 
fino, Deutsch-Amerikan Farmer, w pred 
590). Av. for year end. end. April 9, 1903, 144, 


Lincoln, Freie Presse, wei piney Pia Average 


that pation & ngumoneves Sor year ending April 30, 1903, 


a considerable period 

date in KoLL oF Honok, or a 

where. Tribune ts one @ Ge 

nine American Sg pe eet Be 

circulation of which is a uiely 

guaranteed by by Rowell’s A 
Newspaper Directory. vertisements go in oth 
morning ond evening Pn Sor one price. 


watonna, Chronicle, semi-w’y. Av. na 
0 8 leading 


Lineoln, Nebraska Teacher, gay yeuee 


& Crabtree, pub. Average for 1902, 5,100. 


Lincoln, Western Medical Review, mo. Av. 
ndg. May, 1903, 1,800. 1n 1902, 1,660 (591). 


Omaha, Den Danske Pion oo us F. 
Neble Pub Average for 1902, "28,47 (694). 


Omaha, News, daily. Aver. for 1902, ld 








0 
1903, 1,896 (%). watonna’s pap 
My Paul, Dispatch, dy. Aver. 1902, 49,0 
(46); Present aver. 68,181. ST. PAUL'S LbaD- 
NG NEWSPAP. oi a 
St. Paul, Globe, daily. daily. Globe Mer ublishers. 
Actual average for 1902, 22,825 (50d), First 9 
mos. 1903,81,529, 
St. Paul, News, dy. Aver. 1902, 80,619 oe) 
First 9 mos. 1903, sworn average 84,051 net. 
St. Paul, Pioneer-Press. Daily average for 
1902 84,151, Sunday 80,986 (506). 
St. Paul, The Farmer, agri.,s.-mo. Est. 1882. 
b.i0c. Prof. Th. Shaw, ed. Act. av. year end. 
Feb., 03, 67,875 (507). Act. present av. 80,000. 
St. Paul, The Jolly Elk, mo. Av. 1902, 8,891 
(07). Last six months 1903, sworn to, 8,889. 
Winona, ee can and E Herald, daily. —_ 
age 1902, 8,20 (512). Av. past 6 months, 4,10 
Westlicher Herold, Av. 1903, 22,519(:); Sonn 
tage Winona, 28,111 (:k); Volksbl. des Westens, 


MISSISSIPPI. 
Vieksburg, American, daily. In 1902, no issue 
less than 1,850 (522). 7 1903, 1 900 copies. 
MISSOURI. 
Joplin, ee daily. are for a 9,414 
(41). Z. Katz, Special Agent Agent, New Yori 
Kanaas City Journal, dy d’y and w’y. ‘Anite 
for 1902, daily 56,876. 76. weekly 161,109 (541). 
Kansas City, W Pt 3 ekly Implement Trade J’rn’l. 
Av. Aug., 02, ». 5 mos. '03, 9,895. 
Kansas © i World. orld. daily. Aver, 1902, 62.- 
O78 (542). First 9 mos. 1903, aver., sworn, 61,452. 
Mexico, American Farm and Orchard. agric. 
and hortic.,mo. Actual prerage for 1902, 4,888 
(649). Actual aver. May, May, June, ly, 1903, 15,667. 
St, Joxeph, Medica) Herald, Dy tar Aang Medical] 
“np Co, Average for 1902, 7,475 ( 
Joseph, News ‘and Press. ot CES. for 
1008, “80,4 8<:k) Last 3 mos, 7903, 065. 
She Joseph, 300 8. 7th St,. Western Fruit Grow- 
m’ly. Aver. for 1902, 28.287 (557). Rate 150. 
ah line. Circulation 80,000 copies guarant’d, 
+ Louis, Medical Brief,mo. J.J, Lawrence, 
A4.M.,M.D.,ed.and pub. Av. for 1903, 87,950. 
National Farmer and Stock Grower, mo. Av. 9 
mos. end, Oct., '03, 105,500. 1902, 68,588 (563). 
St. Louis, The Woman’s M ne. monthly. 
Women and home. Lewis Pub. Proven aver- 
age for 1902, 908.888. ‘Actual p oven average 
A first 9 mos, in 1903, 1,115,760. Commencing 
72 oe. 1903, coery § issue guaranteed to excee 


Eve, Ste copter ral Ay opi - saunnens 
ONTANA. 


Anaeonda, Standard. Daily ave for 1902 
11,204 (312), MONTANA’ "s BEST NEWSPAPER. 














(4). First 9 mos, 193, sworn aver. 40,055. 


NEW HAMPSHIRE. 
Franklin Falla, Journal-Transcript, weekly. 
Towne & Robie. In 1902, no issue less than8,400, 
Manchester. News, ms, daily. Herb. N. Davison. 


Average for 1902, 7,50 
Leith & Btuart wy “Rep., 150 Nassau St. 


NEW JERSEY. 

Asbury Park, Press, J. L. Kinmonth, pub. 
Actual average 1903, or98 8,792 (%#). In 1902, 8,556. 
Camden, Daily Courier. ‘ourier. Est. 1876. Net aver- 
age circulation for year end. Oct., 03, 6,885 (3). 

Camden, Post-Telegram. Actual daily aver- 
age 1902, 5,824. 
Flizabeth, Evening Times. Sworn arer. 1902, 
— (616). 6 mos. 1908, 4,288. 
r. Times, weekly. 8, P. Foster. Avera, 
a —_ "2, 1 11 (3). ri “is 
en, Observer, dail —_ avecnge 
1008, 15,098 (619); Sept., 1903 1903, 22,751 





Jersey ots Evening Journal, dy. Av. fur 1903 
19,012 (%). Last 3 months 1903, 20,659. 


Jersey City, Sunshine, mo. J. W. Fioridy. 
Aver. for year ending Jan., 1903, a (428). 
Newark, Evening News. Even 8 Pub. 
Co, Av. for 1903, d'y 58.896 (). Sy S515 02D. 
Newmarket, Advertisers’ Guide, mo. aw 
‘Day, publisher. Average for 1902, &, O41 (623). 
at pew k, Register, weekly. "st. 1878. Jo. 
k. Actual average 1902, 2,857 (626). 
NEW YORK. 
Albany, Journal, evening. Journal Co, Aver- 
age for 1908, 16,62% (2) ;Deo (2) ; December, '03, 17,056. 
Albany, Times- Union, ever arey evening. Establ. 
1856. Average for 1902, 02, 25.2 4 (635). 
Binghamton, Evening Herald, daily. Evening 
Herald Co. Average for 1903, 11 3615 (3k). 


Buffalo. Coneier ae Enquirer, even- 
J. e for 1902, morn- 


ng. W. 
i 48.818, ovening $0. 401 (641). 


Buffalo, Evening News. Dy. av. 1902, 74,284 
(641). Smith & Thompson, Rep., N. Y. & Chie sgo. 


Catskill, Recorder, weekly. Harry Hall, edi- 
tor. 1903 av., 8,408 (ck). Av Av. last 3 mo’s, 8,484. 


Corning, Evening Leader, ag iy daily. Av. for 793, 
5,642 (24). December, 190 8, 6,198, 


Cortland, Democrat, erat, weekly, F, C. Parsons. 
Actual average for 1902, 2,22 2, 22S (647). 


PRnee ns odie Star. Av. f Av. for bey 8.255 (651). 





Butte, Inter-Mountain, daily. Inter-Mountain 
Publishing Co, Average for 1902, 10,101 (573). 








oe or permnate nvestigation, 
tee Stuart Noe Rep Y. Rep., ‘50 Nassau St. 
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Ithaca, News, Be 4 Ithaca Publishing Co. 
Average for 1902, 8,116 (658). Av. for Sept., 1903, 
4,500. Leith & S/uart, N.Y. Kep., 150 Nassau St. 


Nowtengb. News. dy. Av. . Av. for 1902.4, 257 (666). 
Guarant by affidavit or personal investigation. 
New sa rae 


erican Kngineer, m. Van Arsdale, 


Am M. 
pub. Av. 1902, 8,816 (681). At wn ve 03, 8, 87 (2k). 


American Machinist, w’y, w hv 1802, 18,001 | construc, 
(Also European ed.) Av. 1902, 18,561 (© ©) (670). 


phmneienieshe Schweizer +hweizer Zeitung w di Swiss 
b. Co.,62 Trinity pl. Av. for 1902, 15,000 (671). 


Automobile Magazine, monthly. Automobile 
Average for 1902, 8, "1902, 8,750 ( ). 


Baker’s Review, monthly. _ W. R. Gre Co., 
publishers. Actual average for 1903, 4,456 (38) 
Average for last three months 1903, 4,700. 


Benziger’s Magazine, famil 
ziger Bros. Average for 1902, 


Caterer. monthly. 
Clubs, and _high-c' 
ending with 


monthly. Ben- 
8.479 (636). 


lass Rest.). Average for year 
ugust, 1902, &,§ 1902, 5,888 (687). 


Cheerful Moments, month monthiy. Geo. W. Willis 
Publishing Co. Average for 1902, 208,888 (687). 


Clipper. weekly (Theatrical). Frank Queen 


Pub. Co., Ltd. Aver. for 1902, 26,844 (© ©) (673). | 


Euitaeates, pation mo. Butte rick Pub. Co., 
Ltd. 1872, 1902, 721,909 (688). Act. ar. 
vire afer 6 months ending June, 1903, 876,987. 


ry Goods, monthly. Max ey eT AN rub- 
\ishew. Actual average for 1: Sor 1 
El Comercio, mo. . Spanish e 


J. Shep- 
ard Clark Co. Average for 1902, 


até (689). 


Electrical Review, weekly. Electrical Review 
Pub. Co. Average for 1902, or 1902, 6, 212 (@©) (674). 


Elite Styles, monthly. Pure Purely fashion. Actual 
average for 1903, 62. 


25 ( (). 
a agaetins and Mining Journal, weekly. 
Average 1902, 10,00, (© ©) (674). 


Forward, daily. panne Association. Aver- 
age for 1902, 81,709 (66 


Frank Leslie’s Popular Morthly, Frank Leslie 
Publishing House. Actual av. for 1902. a - 
(690). December, 1903, edition, 258,650 copies 


Haberdasher, mo., est. 1881. Actual oowace for 
1903, 7,166 (3.) Binders’ affidavit and Post Office 
— distributed monthly to advertisers. 


are, semi-monthly. Azeenge for 1902, 

8,508. (683); average for 1903, 9,581 

Hardware Dealers’ Magazine, aaah. In 
1993 no issue less than 17,000 (%). aa 

Junior Toilettes, fashion monthly. Max J 
huber, pub. Actual } average | 1903, 6, a0 (#). 

Morning Telegraph, dail: hh, daily. Daily Telegraph | 1: 
Co., pubs. Average for 1902, ; ‘Or 1902, 28,228 (668). 

Music Trade Review, music trade and art week- 
ly. Aver. for 1902, 5,452 (677). 


New Idea Woman’s P 
New Idea Publishin; 
vouet 


er- 


Mogeain fashions, m’] 
Kstablished 1890. "Act: 
av, ‘ap ‘six months ending Dec., 


1903, 179,500 


New Thought Magazine, moved to New York 
City. Average ending January, 2088, 29,238 
(183). Average ending December, 4 08, LOL OTE. 
—. The only medias lium for } New Thought co 


rmaceutical Era, week] weekly, pharmac 
wagon hte & Co., pubs., § Spruce Spruce street. (O6) (tr) (679). 
Pocket List of Railroad Officials aly. Railr’ds 
&Transp. Av, 02,127,696 (702) ; av. 103,17, 992. 


~ Caterer Pub. Co. (Hotels, | 


Police Chronicle, weekly. Police Chronicle 
Pub. Co. Average Sor 1908, 4, 1903, 4,914 (2k), 


Printers’ Ink, Bag A ely. A journal for give 
ers, $5.00 per Rowell. Est. 1888 
Average for 1908, 11.001 


Railroad Gazette, railroad m7 engineering 
weekly. 83 Fulton street. Est. 1856. (OO) (680). 


The Central Station, monthly. H.C. Cushing, 
Jr. Av. for year ending May, 1902, 3,488 (687). 


The Designer, fashions, peony. Standard 
Fashion Co, Eotablished 1894. Actual av. cirew 
ote six comme A. December, 1908, 


The Iron Age, weekly, sekly, established 1855 (@@) 
(676). ¢ For more than a generation the lead- 
tug publication in the hardware, iron, machinery 
aud metal trades. 

Printers’ Ink awarded a sterlin mead ' Sugar 
Bowl to the Iron Age, ae as follow 
Awa ‘ov — 1904 


a N 

“by Printers’ nk, the Little 
 Schoolmaster in the Art of 
“ Advertising, to The Iron Age, 
“that paper, after a canvase- 
“ing ohm merits extending over 
| ‘od of ten months, hav- 
been pronot re one trade paper in > 

ad United States of America that, taken all in all, 
“ renders its constituency the best service and best 
| “ serves its purpose as ¢ m lium Sor communica- 

“tion with a specified class 


The New York Times, daily. Adoiph §. Ochs, 
| publisher, 1902 A (© ©) ( 


The World. Actual aver. for 1903, Morn.., 
607 (), E’v’g, 857,102 (>). S’y, 888, Hy ih 


Toilettes, fashion, monthly. Max Jagerhuber, 
publisher. Actual average f Sor 1903, 61,800 (x). 

Wilshire’s Magazine. Gaylord wai, ed., 
123 K. 28d St. Act. av. ending Sept., 1902, 46, ‘000 
(1088). Actual av. Sirst ei eight 1 mos., rhs 100,625. 

Roehester. Case and Comment, mo. Law. Av. 
for 1902, 80,000 (715) ; 4 years’ average, 80,186, 

Sehenectady, Gazette, daily. A. N. Liecty. 
Average for 1902, 9,097 (718). Actual average 
Sor 1903, 11,628 ( (3). 

Syracure. Evening Herald, daily. Herald Co., 
pub. Aver. for 1902, dy. 82,118, Sunday 29,009. 

Utiea, National Electrical Contractor, mo. 
Average for 1902, 2,292 (723). 


Utiea, Press, daily. 





Otto A. Meyer. publisher, 
Average for 1902, 18,618 (723). 


Warsaw, Western New Yorker, weekly. Leri 
A. Cass, publisher, Average for 1902, 8,468 724) 
Wellaville, Reporter. Reporter Ptg. House, 
pub. Av. for 1902, dy. 1,044, wy. ery 78). 


Whitehall, Chronicle, weekly. Inglee & Tefft. 
Average for 1902, 4,182 (726). 


NORTH CAROLINA 


Re » Biblical Recorder, weeny. Average 
Six months 1903, 8,691. 


NORTH DAKOTA. 

Grand Forka, Normanden re Pe 
den Pub, Co. Average for 1962 4,869 (M4). 

Herald, dy. Av. for 02, 4,759 (744). Actual ever, 
for 8 p. 103, &. 629. North Dakota’s BIGGEST 
DAIL La Coste & Maxwell, N. Y. Rep. 

Wahpeton, Gazette. Aver. 1903. 1 +564 ( 
Largest circ. in Richland County. Home print. 


OHIO. 
Akron, Beacon Journal. D’y av. 7903, aay. 
(750). La Coste & Maxwell, N. axwell, N.Y., Eastern 


Ashtabula. Amerikan Sanomat, w » 2 pour 





wards. Average for 1902, 8,558 782). 














PRINTERS’ INK. 





31 


eee eli 





A Roll of Honor-—cContinued. 








Cine: i, Enquirer. Established 1842. Daily 
Cor tunday (©) (i). Beckwith, New York 


cinnati, Mixer and Server, monthly. Actual 
Baa for 1902, 18,088 (764). First twelve 
months 193, actual aver. 48,625. al organ 
Bots and Botowran’ Employees’ Int. Alliance 
and Bartenders’ Int. League of America. WATCH 
US GROW. 

Cincinnati. Phonographic Magazine 

Phonog. Institute Co. Av. for 1902, 10,10 (768). 


en. Trade Review, m’y. Highlands & 
AV. for 1902, 2,584 (765). 
Cincinnati, bm ny dy. Cincinnati Times- 
Star Pub.Co. Act. aver. for 1902, 148,018 (761) 
Act, aver. for first six months 1903, 147,601. 


Cleveland, Current. Anecdotes (Preachers’ 
Mag.),mo. Av. year ending Dec., 3/, 03,15,750. 


Cleveland, Tribune, weekly. Tribune Pub- 
Company. ynr ny 1908, 80,247 (sk). 








Columbus, Press, daily, democratic. Press 
Printing Co. Actual av. for ‘or 1902, 24,989 (770). 


Columbus, Sales Agent. ‘Agent, monthly. E. L. Moon, 
publisher. Average for 1602, 1902, 4,953 (771) 


Dayton, News, dy. i ete s Pub. Co, Average 
for 1902, 16,520 (ri). In 1908, 16,407 (>). 


ay tom, Young Catholic Messe 
.Pflaum. Aver. for 1903, 8 reek). 


Laneaster, Fairfield Co, Republican. In Au 
ust, 02, no issue less than 1,6 than 1,680 for 2 years (7: 5. 

Springfield Farm and Fi oo Fireside. cgriesiturel, 
eye - est. 1877. Actual average for 1902, 
811,220 ). Actual average for first six 
months, 7908, 840,875. 


Springfield, \WWoman’s Home Companion, 
hoehfa monthly, est. 1873. Actual av. for 1902, 
862 (800). — average for first t siz 
oe 7m 885,166. 

Toledo, Medical and Surgical Reporter, mo. 
Actual average 1903, 10,088 (%). 


Tereme, Tribune, weekly. Frank Stokes, pub- 
In 1902, no issue less than 1,250 (802). 


OKLAHOMA. 
Guthrie, Oklahoma Farmer, wy. Actual aver. 
1902, 22,178 (813). Year end. June 30, 03, 24,198. 


Guthrie. eae ag om Capital, dy. and wy 
Average for 1902, dy. 18.806. wy. 21.222 (813), 
Year ending July 1,03, dy. 19,868; wy. 28,119. 

OREGON. 

Astoria, Lannetar. ©. C.C.Rosenberg. Finnish, 

weekly. Average 1902, 1,898 (820). 


Portland, Evening Tel (ex. Sun). 
Sworn cir.’03 (8 mos.), 17,828. In? 02, SENT (824). 


Portland, Pacific Miner, semi-mo. Av 
ending Sent., 1902, 8,808; first 8 mos. 1903, Loe. 


once PENNSYLVANIA. 
iter, Ti \ 
N.Y. ofiee, 20 Brways F R-Northrup, Mer? 


Sopnalioviiie Courier weekly. Actual av. for 
1902, 8,1 838), ‘The “ Cou rier hase doth ily issue 
since Sg joa, 3 statement upon application. 


Times, daily. Average for a, Sadat 
Phas Katz, Special fal Agent, New Yor — 


hen ib 
on ree u p Zoegs graph dy a, No tame for year 
end, July, "03, 9,429, average Sept., "03, ye 10.86. 








Philadelphia, American. Medicine, wy 
for 1902, 19,827 (865). Av, March, 1903, ieaet.” 


Do you want nearly 
everybody in Philadel- 
phia to read your ad- 
vertisement ? 

“The Bulletin” goes 
every evening into 
nearly every home in 
Philadelphia. 


The Evening Bulletin 


is therefore the best 
medium in 


PHILADELPHIA 


to bring your an- 
nouncements before 
Philadelphians. 


The following figures show 
the actual daily average cir- 
culation of ‘‘The Bulletin’’ 
for each of the months from 
January to December, 1903: 


January . 129,173 
February . 140,056 
March .. 146,774 
April... 146,597 
May ... 139,877 
June... 144,610 
duly ... 142,697 
August .. 147,714 
September 142,492 
October. . 149,117 
November 152,988 
December 150,320 


The above figures are net 
—all damaged, unsold and 
returned copies have been 
omitted. 


WILLIAM L. [IcLEAN, 
Publisher. 


In Philadel, ‘i. pear? | dap reads 
R letin.’ ” 
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Philadeiph' Camem, 
:. Chambers. "average for 1603, for } Leto 


"Philadelphia, Farm Jour Journal, thers Ae Wil- 
mer Atkinson Company, publish average 
of 1903, 


544, 
he seventh h Sugar Bowl to to — he with | this 


asearded June ae. 1902, 
Little 
master 


* Printers’ Ink Fa, 
“* School: tn the in of 
vi Sm ge te the Farm 
After acanvassing 
“oes mere extending over a 


aaytet of half _a year, ya all 
vod ay Ok pares 


those published in the U Ente 
or * pronounced | the one A. 1 

“asan 
“ral —, ond as an effective seioies ones 
“cal medi ‘or com man feces with them, 
“ through ite ¢ advertising columns. 





Ebeindolehia, Grocery World, wy. Grocery ending 


v. for 1902, 9,408 (867), Average 
six py 1908, 9,780. $ 
Philadelphia, Press. v. cire, over 100,000 
daily, Net average S~po* 1908, 114,594 (+). 
Philadelphia, Public Led, er, daily. Adolph 
. Ochs, publisher. (© ©) (86 
Pitiodciphia, Reformed | —n Messen; 
w’y. 1306 Arch st. Average for 1903, 8,558 *) 
"Phitade rive Sei rays Average to 
verage for 
4, me 108,057. Press Asso., Phila. v 
ah hi Aver., 1902, 
67,4 el £2 IBS. “Si00 pp 
Pit » Gazette, d’ tte, dy and Sun. Aver. d’y 
1902, sores (876). Sworn statem’t on application. 
Pittsb Sop World, Av. 02, 16.025 
877). Reaches bes ? paid clase of workmen in U.8. 


Pi +. vr Bin ah 5 cay, im. — poy Liber 

ve’ ‘or 

none a OBE: wep 
Scranton, Times, every evening. 

Lynett. Average for 1902, 19,917 ( 

Forenings Vannen, 0 

AN 1002, 1,541 (680). “Circulates Pa.,N Y. and 0. 
W ashin, Reporter, daily. John L. Stew- 

art, gen. _ Ri 4 for 1902, i Oe (889). 
West Chester, WwW. 
Hodgson. Average ee 1902, 


Dispe 
08 ( 


Jirst 


School Times, moet 





ae J. 


News, 
15,086 | 890). 


York, Dispatch, daily. h Publishing 


@o. Average for 1903, 8,1 


RHODE ISLAND. 


Provid Journal, 15,975 (OG) (896), 
Sunday 1881 QO). Becning Bullet Bie 
581, average 1902. ence Joe urnal Co., pubs. 


SOUTH CARGLES: A. 


Andersen, People’s Advocate, week!: 
Browne. Aver. 1 ~ 0 issue less than i700 (00), | nents 


Pp . lesto Post. Actual daily 
corage for 1908, @. 84% (k). 


“Columba, State, daily. State oon publishers. 
werege fer , daily, %); semé- 
weekly, 2,018 *); Bunday, MoS. tae 


SOUTH DAKOTA. 


— vate. Leader. rominen, Se 
ers. daily average for 
(018). Actual daily aver. for 1903, 8,882 ted 


TENNESSEE. 


Chattanooga, Southern Fruit Gpomes, mo. 
Actual average 1902, 11,204 (00). ate, 9'cents 
, 


per line. Average for os 156, 





Galla Semi-wee! 
less than 13890 (923), First 


Knoxvill Sentinel, dail 
2,201 (025). Average ge October 1908, or ms, 


Lewisbu Tribune, ser eek! 
Carter. ‘Actual average 1903, 1908, a 201 %) ™ 


Memphis, i ee A dail 
and week] ee ly 27. 
day 84,910, weekly Ty TA. BI® (O21 927). First 9 mos, 
1903, dy. 28,445, Sy. 87,218, wy. 76,928, 
N oye, Be Banner, daily. Av. for year ending 


Feb., 1 
025. ly Nasherlde dy eligible ro Sect to Roll ‘of Home 


Nashville, Christian Advocate, w 

& Smith. Average for 1902, for 1902, 14,241 os 
Nashville, Merchant a and Manufacturer, 

Commercial; monthly. A ‘or nine months 

December, 1908, 5,111 vitwe ss : 
Nashville, Progressive Teacher and So 

School Journal, mo. Av. for 1902, 8,400 oe 

TEXAS. 


Dallas, Retail Grocer and Butcher, mo. Julian 
Capers, publisber. Average f for 1902, 1,000 (944), 


Denton, Denton Co. Reco Record and Chronicle, 
wy. W. @. Edwards. Av. for 1902, 2, 744 (945), 


El Paso, Herald, dail. Avene Sts for 1 
8.840 (oe ). WS P. Smart, Di rect eS 
od Nassau —. -» New York. 
lations of the two da two dail po 


are ra 
it has recen 


News. In 1902 no 
iret 6 mos. 1903, Lae 


, Sun 
4! 


() 
HERALD ratin but 
that t a rating 

Parerans’ Ink, July 22, 1903. 

La Porte, Chronicle, weekly. G. E. Kepple, 
publisher. Average tor 1902, for 1902, 1,229 (954). 

Paris, Advocate, dy. W.N, Furey, pub. Act- 
ual average, 1903, 1,897 (s). _~ 


UTAH. 
Ogden, Standard. Wm. Glassman, pub. Av. 
for 1902, daily 4,028, semi-weekly 8,081 (970). 
VERMONT. 
, Ti ai 
BEY ESE ona ae 
hale ge ange 


» Dispatch, dai for 
1908, eens (985). Actual 4 ‘sen 1908, oe, Tea8 (h. 


WASHINGTON. 
okane, Saturday po, weekly. Frank 
a Average fort r 192, 5,886 (999). 
T Daily News, Av. bet mag ra 9 
— snes rai aeurda 
4 DE a - "10,086, sy, 
1458 rh ake | 8 De ai 8.500. 
KO Beckwith, rep. Pridune Bldg N.¥u Chicago. 
WEST VEnSeNiA. 
Parkersburg. Sentin R. G. Hornor, 
pub. Average or 1902, _ Ld (1009), 


Wheeling, News, d’y and § Sy. 
Average for 1902, a’y One, Sy sites Nae 


WISCONSIN. 
Madison, Am Amerika 
lishing Co. Average for 1902, ‘or ine 496 (1026). 


Milwaukee, Badger, mon oe. Badger 


Co. Aver. for year e! nding March, 85, 
since October, 10,000. Rate te, 30c. a line 


nee & ron Sraudulent,— 


A 1 
AO 


Pub. 
(1082); 





ote ate ning Wire L081 OO kage 
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Milwaukee. Journal, daily. Journat oo »» pub. 














NOVA SOOTIA, CAN. 






















Av. for 1908, $8,504 (k). Dec. 03, 88,750 Halifax. Herald an 
198, Oshkosh, Northwestern. daily. Av. tor 1908, 8,571. 7 hy 1908, 9,041 1. ve Fay 9 eee” 

5,902 (1036). First 4 mos, 1903, 6,270, 

i Raeine, Journal, daily. pout Printing Co. ONTARIO, CAN. 

Average for 1903, 8,702 (3). Toronte, Canadian danplomnent and by 
ay Racine, Wisgor asia iB der uta rist, Ww eekly. Trade, monthly. Average for 1908, 5,875 (2k). 
jun- Average for Sati or ,| Terento, Star, daily. Ao 1908, 20,« 
moe, $8,181 (sk). Adv. dv" $2.10 per inch. 971 Gk. December, 1008, 28.48%. = 

Waupaca, Post, weekly. Post Publishing Co. 
ing average tor 1902, 3,588 (1044). vad Bh i gee CAN. 
be BRITISH COLUMBIA. mtreal, Herald, dail Est, 1808. Av. for 
asia Vancouver, Province, daily. . C, Nichol, 103, Caren Pecan Siz mont months, fe, BBs 
am publisher. Average for 1902, Yost (1051). . oetne al, La ‘ : rinloume, pub- 
Vietoria, Colonist, dally, Colonist P. & P.Co.| Usher. Actual av 0,420. 
re averace for 1902, 8,574 (1051). jp teidied 5 52 patio A ‘ 
BA, CAN ontreal, Les ts, er, pu 
” Winni Der TOBA. GAN. . "7. Me. boc thes 6527. By Paper i nove published un. 
"a Sor 1903, $865 (Ck), only mediun in comme cy we a 
Winnipeg, Free ——, daily and weekly. ntreal, Star, d Graham &Co. Ay, 
erage for 1902, dail 15 841, ed .6t4 tor’. dy, = 075, ¥ wy. ox. 418 (1098). Sizmos. 
(1064). Daily, Decem , 1903, 21,01 end. May 3/, '03, dy. av. 65,147, wy. 122,157. 






Publishers barred from entry into the Roll of Honor because 
they had not the requisite qualification—that is, because they 
had not placed on file a detailed, signed and dated statement 
conforming to the rules of the American Newspaper Directory 
—have Now an opportunity to be admitted if they do the four 










things here specified : 






rst.—Set down separately the number of complete and 
perfect copies printed of each issue during the 12 
months preceding date of the statment. 






2nd.—Divide the sum of the several issues by the number 
of separate issues, thus ascertaining the average 
issue. 


3d.—The statement should be dated, 











4th.—The statement should be signed by some person 
whose authority to give the information is either 


evident or stated. 







If statements of the character specified are sent to the editor 
of Printers’ InK, he will edit the copy for the Roll of Honor 
and turn the statement over to the editor of the American 
Newspaper Directory for use in the 1904 edition of the Direct- 
ory, now undergoing the thirty-sixth annual revision. 
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A JOURNAL FOR ADVERTISERS, 

t@ Issued every Wednesday. Subscription 
price, five dollars a year,in advance. Ten centsa 
copy. Six dollars a hundred. 

wane 
ADVERTISING RATES : 

Classified advertisements set in pearl, begin- 
ning with a two-line initial letter, vut containing 
no other type laiger than pearl,10 cents a line, 


a page. 
Displayed advertisements 20 cents a line, pearl 
measure. — to the inch ($3); 200 lines to the 


page ($ 

for Specified position (if granted), 25 per cent 

additional. 

‘ _ a pad (full page) on first or last cover, 
ouble pri 

Yor secon na page or first advertisement on a 
right-hand page (full pages) or fortbe central 
double pages printed across the centre margin, 
50 per cent additional. 

On time contracts the last copy is repeated 
when new copy t fails to come tohand one week 
in advunce of of publication. 

Contracts by the month, quarter or year may 

ty meee Rp pleasure of the advertiser, 
and space used paid for ra 

Two lines smallest advertisement taken. Six 
"a ieeag per i di tter is i 

ve’ ng appearing as reading matter is in- 
ser Tie 
advertise to the amount of $10 are entitled 
to a free subscription for one year. 
een 


Cuares J. ZINGG, 
Business Manager and Managing Editor. 
OFFICES: NO, 10 SPRUCE ST. 
London Agent, F.W. Sears,50-52 Ludgate Hiil.E.C. 


NEW YORK, JAN. 27, 1904. 
INFORMATION THAT 
COUNT: 











From the publisher of the Pitts- 
burg Gazette and Chronicle Tele- 
graph comes the sort of booklet 
that maketh glad the heart of the 
general advertiser. It is called 
“The Pittsburg Territory,” and 
contains information indispensable 
in general advertising operations, 
such as the advertiser has hereto- 
fore had to gather for himself. 
First, there is a large folding map 
of the city and surrounding terri- 
tory within a radius of seventy 
miles. Alphabetical lists are given 
of every wholesale clothing house, 
dry goods house, drug house, 
grocery house, shoe house, liquor 
house and men’s furnishing house 
in Pittsburg and Allegheny, and of 
every retail grocer and druggist, 
with addresses. The list of retail 
grocers contains upwards of 1,500 
names. Lists of retail grocers and 
druggists are given for Beaver, 
Beaver Falls, Braddock, Butler, 
Carnegie, Charleroi, Connellsville, 
Duquesne, Coraopolis, Greensburg, 
Homestead, Freedom, Jeanette, 
Kittanning, McKeesport, Irwin, 
McKees Rocks, Millvale, Monon- 
gahela City, New Castle, New 


Brighton, Rochester, Scottdale, Se- 
wickley, Sharpsburg, Turtle Creek, 
‘Larentum, Uniontown, Washing- 
ton, Wilmerding and Wilkinsburg, 
all in Pennsylvania, and Steuben- 
ville and East Liverpool, Ohio, In 
some cases where towns are of 
considerable size the names of 
wholesale houses are also given, 
Population, distance from Pitts- 
burg, railroads, express companies, 
telegraph companies, number of 
banks and the industries that sup- 
port the inhabitants are given for 
each of these outlying towns. A 
preliminary description is given of 
the whole territory reached by the 
Pittsburg papers, which has a pop- 
ulation of 2,000,000 people and is 
undoubtedly the greatest industrial 
center in the world, exceeding Chi- 
cago in population. The differ- 
ence between a city with and with- 
out its environs is frequently very 
great, and as advertisers often go 
largely by the urban population 
alone in deciding upon territory, 
this method of presenting a paper's 
field is most effective. To give an 
idea of purchasing power per capita 
the banking statistics of Pittsburg 
and Allegheny are quoted. Rail- 
road and water traffic is sum- 
marized, and a list of the manufac- 
tures in which the city stands first 
in the world is also given. Then 
follows a brief description of the 
papers. 
* * 

It is precisely this sort of in- 
formation that the advertiser must 
have if he is to cover territory in- 
telligently. Under present condi- 
tions each advertiser must get lists 
of dealers and similar information 
at his own expense—and the ex- 
pense is by no means light. With 
such a booklet as this for each large 
city in the country, the advertiser 
selling through retailers could pre- 
pare an adequate system for get- 
ting in touch with the men who are 
to handle his goods. The expense 
saved to a general advertiser cover- 
ing a dozen cities would probably 
be so considerable as to pay the 
entire cost of a campaign in one or 
two additional cities, and as this 
expense would be saved to every 
large advertiser, it would mean a 
great increase of the money to be 
spent in newspaper space through 
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the whole country every year, to 
say nothing of better results from 
advertising. One of the principal 
associations of advertisers spends 
a large portion of its funds in gath- 
ering such information. The news- 
papers are in a position to gather 
it at least cost and to keep it up to 
date. Whether gathered by one 
paper in each town or by all of 
them in combination, it is vital to 
the advertiser, and must react for 
the benefit of all. Beside such a 
mass of pertinent data the ordinary 
boasts and generalities sent out as 
publishers’ advertising look rather 
pitiful. 





month of December, 1903, showed, 
respectively, the highest record of 
annual and monthly exports from 
the United States. The year’s ex- 
pert figures, as presented by the 
Department of Commerce and 
Labor, through its Bureau of Sta- 
tistics, were $1,484,668,127, and 
those of the month of December, 
$174,734,368. The highest preced- 
ing record for any calendar year 
was that of 1900, when the total 
exports were $1,477,946,113; and 
the highest preceding record for a 
single month was that of October, 
1900, when the total was $163,- 
389,680. 





Tue Bulletin of San Francisco, 
has consented to allow the Califor- 
nia Club, a well known civic organ- 
ization of educated women (mem- 
bership 500), to manage, edit and 
publish the paper for one day, on 
February 2. All the profits of the 
publication on that day, from what- 
ever source derived, will go to the 
club and will be applied to the 
building of a clubhouse. This club- 
house has long been projected and 
a building fund has been establish- 
ed. Entering zealously into the 
plan for augmenting this building 
fund by publishing the Bulletin for 
one day, the club has appointed 
Mrs. Frank P. Deering, of San 
Francisco, managing editor; Miss 
Elinor Croudace, city editor, and 
Mrs. Arthur W. Cornwall, busi- 
ness manager. Comrlete editorial 
and business staffs have been or- 
ganized from among the members 
of the California Club. 
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Rumor credits Mr. Hearst with 
an intention to establish a new 
daily paper, this time in St. Louis. 





THE results in the way of replies 
to our classified ads in PRINTERS’ 
InK have been eminently satisfac- 
tory—Chas. Bernard, Sec’y Na- 
tional Headquarters the Associated 
Billposters and Distributors of the 
United States and Canada, Tribune 
Building, Chicago, Jan. 12, 1904. 





Tue Up-to-Date Distributor, 
Cleveland, reports the failure in 
that city of a company organized 
some time ago to distribute samples 
and printed matter from house to 
house in small canvas pouches. It 
is said that advertisers do not get 
satisfactory returns where their 
matter is distributed with that of 
other firms, though the service is 
cheaper. 





A FRESH device for inducing re- 
plies by mail is used by the Mc- 
Gee Bros. Co., Jackson, Mich. To 
the first woman in every town who 
answers their Delineator ad offer- 
ing $3 skirts, naming a local dealer 
who handles the garments, will be 
sent a coupon good for $1 in pay- 
ment for one. The Art Fabric 
Mills, 34 White street, New York, 
makes a somewhat similar proposi- 
tion, giving a shirt waist pattern 
to the woman who first answers 
from towns between 2,000 and 
10,000 population, to the first five 
women in towns up to 50,000, and 
to the first ten in larger towns. 


FoLLow1nc are the officers of the 
St. Louis Advertising Men’s 
League for the current year: F. L. 
Osborne, with Peters Shoe Com- 
pany, president; John L. Whelan, 
with St. Louis Bill Posting Com- 
pany, first vice-president; M. C. 
Furchgott, with Purina Mills, sec- 
ond vice-president; Harry Meyer, 
with Friedman Bros. Shoe Com- 
pany, third vice-president: W. M. 
Feuwick, with Missouri, Kansas 
& Texas Railway, treasurer; Byron 
W. Orr, with Ely & Walker Dry 
Goods Company, secretary, and 
Walter Wittenberg, with Wood- 
ward & Tiernan, assistant secre- 


tary. 








THE Republican, Ravenna, Ohio, 
has entered upon its seventy-fifth 
year of publication. The editor and 
publisher is C. W. S. Wilgus. 





Fiction has long been known in 
advertising, and now advertising 
has gotten into fiction. There is a 
story in the February Leslie’s 
Monthly of an advertiser and what 
he made out of some pink string, 
that should stimulate the brain ‘of 
every advértising man in the 
United States. 


THE 1904 catalogue of Peter 
Henderson & Co., seedsmen, New 
York, is a handsome book of 180 
pages, with embossed covers, com- 
plete indices and colored plates 
showing flowers. It differs from 
the average book of this descrip- 
tion in that the pages are not 
crowded with an_ indiscriminate 
mass of items. Excellent paper 
and printing have also been com- 
bined with that other desideratum 
—light mailing weight. 


Tue Denver Y. M. C. A. main- 
tains a farm near that city where 
the young men who come from the 
East each year with tuberculosis 
may find a home and support them- 
selves. The Brooklyn Y. M. C. A. 
is equipping a tent for this farm, 
and Secretary Char!es W. Dietrich, 
of the Brooklyn Central Branch, 
tells of the project in a way that 
is pretty certain to enlist the co- 
operation of those who have a dol- 
lar or two to spare for such an 
enterprise. 








THe W. A. Moll Advertising 
Agency, of New York, has sus- 
pended business, with liabilities of 
about $42,000 and assets that about 
cover them, though not readily 
negotiable. The chief creditors are 
the New York American, Journal, 
Sun, Post, Press, Times, Tribune, 
Mail and Express, Telegram, Mc- 
Clure’s Magazine, Success, Boston 
Post and Globe, Chicago Tribune, 
Philadelphia Bulletin, San Fran- 
cisco Call and Examiner, Los An- 
geles Times-Mirror, Lynn ( Mass.) 
Item, Denver News, St. Joseph 
(Mo.) News, St. Louis Post- 
Dispatch and Washington Post. 
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Tue Eagle Eye is a small month- 
ly newspaper published by the em- 
ployees of the Cleveland Trust 
Company, Cleveland. It is devoted 
to giving the news of this concern 
and the fostering of esprit de corps 
among its workers. 





Tue O. J. Mulford Advertising 
Co., Detroit, Mich., publishes 
neat vest pocket rate book and ad- 
vertising dictionary, containing the 
rates of leading publications in 
various classes and much technical 
information of importance to ad- 
vertisers. 





Tue American Cartoonist is a 
handsome quarterly magazine pub- 
lished in Denver, containing hum- 
orous articles and cartoons by the 
leading newspaper writers and ar- 
tists of the United States. The ad- 
vertising pages are well filled with 
announcements of railroads. 





Tue Co-operative Association of 
America held its national conven- 
tion in Faneuil Hall, Boston, on 
January 12 and 13. This associa- 
tion operates an industrial com- 
monwealth at Lewiston, Maine, 
publishes a weekly paper, the Am- 
erican Co-Operator, and conducts a 
large department store. 


Worcester, Mass., has a French 
population of 22,000, with 70,000 
in Worcester County. The pub- 


lisher of L’Opinion Publique, that 


city, calls attention to the fact that 
it is the only French newspaper in 
the United States on the Roll of 
Honor, where it is credited with a 
daily average of 5,246 copies for 
1903. 





Tue Country Town is a monthly 
journal entered as _ second-class 
matter at Fairmont, Neb., and de- 
voted to opposing department 
stores and mail order houses, hold- 
ing that they are injurious to local 
retailers. The publishers are cif- 
culating a petition against parcels- 
post legislation on the ground that 
it is only beneficial to large bust- 
ness houses in the cities, and also 
deplore the harm done small mer- 
chants by rural free delivery. 
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“Don’t stop advertising in dull 
times” was a piece of advice one 
saw pretty often a few years ago. 
But the advertising of to-day is so 


interwoven with the business 
fabric that it can seldom be 
suspended. 


Tue Springfield, Mass., Repub- 
lican requests advertisers and ad- 
yertising agents to communicate 
direct with its home office in rela- 
tion to all business matters, W. 
j. Morton, 150 Nassau street, New 
York, having ceased to represent 
the Republican as special agent in 
New York and Chicago. 


Tue Binghamton, N. Y., Even- 
ing Herald substantiates its 1903 
daily average circulation to be II,- 
515 copies. At the present time 
the publishers assert the daily 
average circulation is upwards of 
12,000 copies. Gains like that can 
be recorded in the Roll of Honor 
every month. The Herald has 
been a member of that department 
since it started. 


“Points for Printers” is a little 
vest pocket manual of information 
that may also prove useful to ad- 
vertisers. It deals with weight, 
finish, sizes and prices of paper and 
cover stock, shows by tables the 
quantity required for tbooks and 
booklets, explains the mystery of 
“em” measurement, gives proof 
marks, widths of ruling in general 
use, has a glossary of binding terms 
and other data. The publisher is 
W. L. Blocher, Dayton, Ohio. 


THE Deutscher Buch- und Stein- 
drucker, published at Berlin, Ger- 
many, is evidently the IJnland 
Printer of the Fatherland. A copy 
of the Christmas issue contains 
more than 100 pages of text and 
advertisements, with a large num- 
ber of color reproductions in vari- 
ous processes and for many pur- 
poses. Specimens of job work are 
also shown in profusion. An Am- 
erican printer capable of assimilat- 
ing principles would find the latter 
eminently suggestive, as the typo- 
graphical art of Germany is simple, 
strong in its black and white ef- 
fects and entirely different from 
the models that now prevail in this 
country, 
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Our little ad in Prinrers’ Ink 
has proven a good investment and 
we now have a good many news- 
paper customers—Knoxsville En- 
graving Co., Knoxville, Tenn., 
January 12, 1904. 


Madame, a new monthly maga- 
zine “for women who think,” is 
published by the Ford Publishing 
Co., Springfield, Ohio. It represents 
thirty-five women’s associations 
scattered all over the world, and 
stands for everything in which they 
are interested, from motherhood 
to anti-vivisection. The first issues 
show a notably large patronage of 
representative advertising. 





WHEN it is said that Pittsburg 
and jts district originates the larg- 
est freight tonnage of any city in 
this country, or for that matter in 
the world, the public mind grasps 
the statement fairly well and the 
result is some respect for Pitts- 
burg: it was news to many when 
announced, but it was accepted 
calmly. There is, however, more 
than this to the statement. Pitts- 
burg originates not only more 
freight tonnage than any one of 
our cities but more than our three 
greatest cities, New York, Phila- 
delphia and Chicago, combined.— 
Saturday Evening Post. 





In Manchester, New Hampshire, 
the Nelson Department Store was 
advertising in the Union and the 
Mirror and was solicited to adver- 
tise in the News. To test the 
pulling power of the three papers, 
the store consented to run a ten- 
inch advertisement, across three 
columns, in each paper once, offer- 
ing to sell a 25-cent broom for 10 
cents upon presentation of a. cou- 
pon from either paper. Their sales 
from the Union were 148 brooms, 
from the Mirror 149, from the 
News 349. The cost was found to 
be about 5 cents for each sale made 
by the Union and Mirror and about 
a cent and five-eighths for each 
sale made by the News. Up to last 
December it is said that the News 
carried more local advertising than 
either the Union or the Mirror, and 
lots of the time it carried as much 
local advertising as both the others 
put together. 








WHEN the advertiser presents 
serious facts humorously the public 
usually looks upon the whole ad 
as a laughing matter. But it’s 
never a laughing matter for the ad- 
vertiser. 





IN an expensively printed book- 
let the Medical Brief, St. Louis, 
publishes portraits of medical 
writers who have contributed to its 
pages in 1903. Opposite each half- 
tone are reproduced excerpts from 
the writer’s articles. The frontis- 
piece is a steel engraving of J. J. 
Lawrence, editor and _ publisher. 
The Medical Brief claims “the 
largest circulation of any medical 
journal in the world.” Reference 
to the American Newspaper Direc- 
tory for 1903 shows that it is cre- 
dited with the largest figure rating 
of any medical publication in the 
United States or Canada, having 
one-third more circulation than the 
official journal of the American 
Medical Association. Its 1903 rat- 
ing, published in the Roll of Honor, 
iS 37,950 copies monthly. 


FOR AD CONSTRUCTORS. 


P. O. Box 6055. 
JOHANNESBURG, SouTH AFRICA, 
Dec. 21, 1903. 
Editor of Printers’ INK: 

It’s a long way from “Joe’burg” to 
New York, but Tout to say “hear! 
hear!’ to an article that appeared a short 
time back in Printers’ INK re adwriters, 
specifying what their particular line was, 
as I want to get in touch with some one 
who can prepare good advertising for a 
gymnasium and the benefits to be derived 
therefrom. Can you, through your col- 
umns, or otherwise, “do the needful”? 
Thanking you in advance, I am, 

Yours truly, R. F. Markuam. 

Mr. Markham refers to the fol- 
lowing editorial published in 
Printers’ INK for November 11, 
1903: 

Advertisement constructors who insert 
their announcements in the classified col- 
umns of Printers’ INK ought to improve 
their own copy. Generally their adver- 
tisements are too brief and too vague. 
When a line of space can be had for ten 
cents it would certainly pav to be more 
explicit, to detail and specialize what one 
can do. The Little Schoolmaster_ re- 
ceives frequent inquiries about adwriters 
who can do this or that special work. 
and the querv is generally accompanied 
by the remark. “We don’t find anv one 
advertising this branch of work in 
Printers’ INK.” If an adwriter is a 
specialist in anv line, or several lines of 
copy. he should say so. If he can write 
booklets and circulars or catalogues in 
preference to other work, he should. let 
it be known. If medical, optical or other 
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rofessional ads are his forte, state 
ff scientific, educational, financial, = 
and trust companies’ publicity is what 
he thinks he excels in, put that strongly 
forward—it will pay to those who can 
actually deliver the goods wanted. The 
ad-constructor’s ads ought to sum up his 
ability in every ad of his own, and the 
same copy should never run more than 
once. Mr. Ad-constructor, if you want 
business, attend carefully to your own 
copy and make the most of it. 

The editor of Printers’ INK em- 
phasizes what he wrote then, al- 
though the classified column of 
ad-constructors has not shown as 
much improvement as he likes to 
see. The classified columns of 
PRINTERS’ INK are an excellent 
medium for capable adwriters, 
but the copy must have careful at- 
tention. Most of the ads contained 
therein are too short and _ too 
vague. More information ought to 
be given and specialties of adwrit- 
ers ought to be mentioned from 
week to week. A really first-class 
writer suould make an occasional 
splurge—say once a month—by 
using a whole page or a half page 
or a quarter page, at twenty, ten 
or five dollars respectively. By 
leading and paragraphing the copy 
a unique, striking display may be 
achieved. 





BurFFAto is the headquarters of 
a new association known as the 
Ad Club of Western New York. 
The organization was formed Jan- 
uary 14, and includes the adver- 
tising men of Buffalo, Rochester, 
Niagara Falls, Lockport, Westfield, 
and Le Roy. Mr. Olmsted, of the 
Natural Food Co., was the moving 
spirit. Officers: President, E. L. 
Olmsted, Niagara Falls; vice-pre- 
sident, L. B. Elliot, Bausch & Lomb 
Company, Rochester ; secretary and 
treasurer, Finley H. Greene, Mat- 
thews-Northrup Works, Buffalo; 
executive committee, L. B. Jones, 
Eastman Kodak Company, Roch- 
ester; F. A. Partenheimer, Frank- 
lin Mills, Lockport: DeForest 
Porter. William Hengerer Com- 
pany. Brffalo; committee on mem- 
bership, E. T. Welch, Welch Grape 
Juice Company, Westfield; Willard 
Everett, Force Food Company, 
Buffalo; T. B. Dunn, Sen-Sen 
Company. Rochester: E. Glidden, 
Genesee Pure Food Company, Le 
Roy: Dr. V. Mo‘t Péerce, Pierce 
Medical Company. Buffalo, 

















Tue Toronto News sends its 
friends a folder on which are print- 
ed six subscription blanks. The 
News’ friends then serd them to 
their friends, and for each friend’s 
friend who subscribes the News’ 
friend is credited with two months’ 
free subscription. 


Wit W. DunkKLeE, of South 
Bend, became advertising manager 
of the South Bend Tribune on 
January 15, 1904, the Tribune hav- 
ing recently signed a contract for 
his services. Mr. Dunkle went to 
South Bend from Indianapolis 
eight years ago, and most of his 
time since has been devoted to pub- 
licity writing and expert advice on 
advertising. For several years he 
has been the advertising adviser 
of one of ithe largest clothing 
houses in the middle west, much 
of whose newspaper advertising 
has appeared in the Tribune. He 
has also been the publisher of the 
programmes for the two best 
theatres in South Bend. He will 
give up all of this work to devote 
himself exclusively to the adver- 
tising management of the South 
Bend Tribune in both the local and 
foreign fields. For almost eight 
years F, A. Miller, editor of the 
Tribune, has had charge of the 
foreign field, and much of the local 
field has been looked after by the 
president of the Tribune Company, 
Elmer Crockett, and the secretary, 
Charles E. Crockett. Under the 
new arrangement both foreign and 
local contracts will come under 
Mr. Dunkle’s supervision. The 
Tribune seems to be now splendid- 
ly equipped in its advertising de- 
partment, with Mr. Dunkle devot- 
ing himself entirely to that depart- 
ment and R. J. Shannon in charge 
of the New York office at 150 
Nassau street. 


IN THE FIRST TEN. 

With its usual progressiveness, the 
Evening Journal is the first Wilmington 
newspaper to make a detailed circulation 
statement for the year 1903, and forward 
it to the American Newspaper Directory, 
the most widely recognized authority on 
newspaper circulations in the country. 
The first paper in the United States to 
forward a circulation statement for 1903 
was the Boston Globe, and the New York 
World came second on the list. The 
Evening Journal was the ninth.—Wil- 
mington, Del., Evening Journal, January 
TI, 1904. 
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St. Joun Appo, New York man- 
ager of the Army and Navy Re- 
gister, Washington, calls attention 
to a couple of unique advertise- 
ments carried by this weekly. Since 
the United States occupation of the 
Philippines many government 
transports go by way of the Me- 
diterranean, and caterers of Gibral- 
tar and other ports where the 
transports put in have been active 
in obtaining trade from the army 
officers, who maintain their own 
mess on shipboard. Two of these 
caterers in Gibraltar have adver- 
tised in the Army and Navy Re- 
gister the past two years with ex- 
cellent results, and their announce- 
ments are noteworthy as examples 
of long distance retail advertising. 
The advertisements came direct 
through inquiry. A London adver- 
tising agency recently secured sim- 
ilar advertisements for the Army 
and Navy Register from caterers 
at Singapore and Hong Kong. 
Bargain prices in certain articles 
prevail at Gibraltar. Most of the 
famous French champagnes are 
delivered on the ship for eighty 
shillings a dozen quarts, or about 
$1.75 a bottle, while turkeys “on 
the hoof” can be bought for twen- 
ty-five cents each. The advertising 
caterers at Gibraltar are James 
Speed & Co., an English firm, and 
Sigonie, an Italian caterer. 





THE WEEKLY AD CONTEST. 


415 West Jefferson St., 
LoutsvILLeE, Ky., Jan. 12, 1904. 
Editor of Printers’ INK: 

Printers’ INK of January 6th re- 
ceived. Ad contest not mentioned in 
this. number. Has ad contest been dis- 
continued? I was in hopes of winning 
myself one of those coupons. I hope 
the ad contest has not ended, as your 
paper is very helpful to me, and I ex- 
ected to win a year’s subscription. 
lease advise me, and oblige, 

Yours’ truly, L. A. SHAFER. 

During the year 1903 the Little 
Schoolmaster conducted a weekly 
department as described above. 
There seemed to be a good deal of 
interest in the feature, the ads sub- 
mitted each week ranging some- 
times fifty and more in number. 
Is there a desire that the Weekly 
Ad Contest should continue during 
1904? If so, expressions of opin- 
ions from pupils of PRINTERS’ INK 
will be appreciated. 
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Last year the Philadelphia 
Public Ledger refused more than 
150,000 lines of objectionable medi- 
cal and unreliable financial adver- 
tising. The total amount of adver- 
tising printed during 1903 was 
4,507,925 lines, or 320,426 lines 
more than the year before. This 
represented 304,188 separate ads. 
Financial advertising led with 
195,515 lines, resorts 194,443, book 
announcements 115,579, real estate 
41,701. 


WHO ARE ADVERTISING 
AGENTS? 


In Printers’ INk for November 
25th an attempt was made to speci- 
fy the qualities and conditions re- 
quisite to make an Advertising 
Agent. In the issue of January 
13th was given a list of thoroughly 
reliable advertising agents accord- 
ing to John Wesley Barber, secre- 
tary of the American Advertising 
Agents’ Association. Again, in 
Printers’ INK for January 2oth 
space was devoted to telling what 
are an agent’s rights, what he may 
do, and how he may be controlled. 
Several persons have taken excep- 
tion to Mr. Barber’s list of agents. 
Extracts from some of the letters 
received are printed below. 


MontTrEAL, Jan. 14, 1904. 

My agency has advertised practically 
without interruption in PRINTERS’ INK 
for at least eight or nine years, and I 
think that very few other advertising 
agencies can say as much. , 

Should you have any inquiry with re- 
ference to advertising agency in Canada, 
I think that you would be warranted in 
mentioning ours. 

Believe us yours truly, 
7 DesBARATS ADVERTISING AGENCY, 

TD. 

E. Dessarat, Managing Director. 


Cincinnati, O., Jan. 16, 1904. 

You may place a two line classified 
advertisement under the heading Adver- 
tising Agencies, which amounts to $10,40 
for the year. We shall probaly in- 
crease this size space later on. Kindly 
place our name on your mailing list. 

We enclose you greetings for 1904 
and would be pleased to refer you to 
R. G. Dun & Co.’s agency, 1904, as to 
our financial standing. We are placing 
exclusively all of the advertising for 
over thirty houses. The largest news- 
paper contract that is placed through us 
is the Paracamph Co., of Louisville, Ky., 
in over 3,000 newspapers, and the larg- 
est outdoor advertising is the Peruna 
Drug Mfg. Co., whose billposting busi- 
ness we handle exclusively. 

If at any time you can see your way 
clear to place our name before the in- 








quiring patrons same will be more than 
ap ee mage 

uring the past year we placed $28. 
664.00 in outdoor advertising and $85, 
421.36 in newspaper advertising. This 
we consider a very good record in view 
of the fact that we have only been in 
business in Cincinnati for ourselves a 
little less than two years. Our Mr. Ru. 
ney has been in the outdoor advertising 
business for more tnan twenty-two years 
and is considered the leading authority 
in billposting. 

Our art department is in charge of 
Miss Clara E. Hoffman, formerly of 
Chicago, well known and at one time 
written up in Printers’ INK. 

Again thanking you for any courtesies 
which you may show. us, and with best 
wishes for your continued success, we 
are, yours very truly, 

CLARENCE E. Runey. 
ATLANTA, Ga., Jan. 15, 1904. 
_ We have just received your published 
list of thoroughly reliable advertising 
agents, and note with regret that our 
name was not mentioned, and we will 
thank you to advise us by return mail 
why. 

Our agency has been in existence for 
several years, and was last spring recog- 
nized by the American Newspaper Pub- 
lishers’ Association. 

Our credit with all -papers, including 
the large dailies of the North and East, 
as well as the leading magazines, is un. 
limited, and if you wish any references, 
we gladly refer you to any of them, and 
especially to the S. S. McClure Co., of 
New York, and the Curtis Publishing 
Co., of Philadelphia. 

We would like you to advise us by 
return mail why our name was not men- 
tioned. Yours very truly, 

MASSENGALE ADVERTISING AGENCY. 

B. S. Dun ap, 
Secretary. 
NortH AMERICAN ADVERTISING Co. 
Incorporated. 
100 William St., The Woodbridge Bldg. 
F. Perine, President. 
W. W. Seeley, Vice-President. 
F. need Gibson, Secretary. 
axter Caterson, Treasurer. 
Capital $200,000. 
New York, Jan. 13, 1904. 

What is the matter with the North 
American Advertising Company? It 
seems to be good enough to have place 
in Printers’ Inxk’s advertising .columns. 

Yours truly, *, JaMEs GIBSON. 


PrinTErRS’ INK will make still 
further efforts to ascertain who are 
recognized and reliable advertising 
agents, and will welcome aid in 
that direction from whatever 
source it may be obtained. 


A Printers’ INK reporter called 
for this purpose on Mr. William 
C. Bryant, secretary of the Ameri- 
can Newspaper Publishers’ As- 
sociation, at the Potter Building, 
New York. Mr. Bryant, through 
his secretary, replied that he was 
not in a position to give any in- 
formation on the subject. 
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Mitton RoBLEE now publishes a 
little journal called the Belleclaire 
Weekly, which records _ the 
“doings” at his uptown New York 
hotel and contains musical pro- 
grammes and general information. 
A neat New Year novelty sent out 
was a vest pocket booklet contain- 
ing calendar, postage rates and 
wax-paper pages for stamps. 


“WINNIPEG, CANADA,” is the title 
of a handsomely printed large- 
paper book descriptive of that 
Manitoba city, sent out by the 
Winnipeg Telegram. The data 
given was compiled by the City 
Council, and is illustrated with 
half-tones that are really artistic. 
Since 1870 the city has grown from 
a population of 215 to the present 
number of inhabitants. 70,000. It 
is the center for the wholesale and 
jobbing trade of the Canadian 
Northwest, and manufactures fur- 
niture, brooms, brushes, gristmill 
products, tents and awnings, cloth- 
ing, books, carriages, beers and 
soft drinks, boilers, machinery, 
brick, tile, confectionery and bakery 
products. It has extensive pack- 
ing houses, coffee mills, marble 
works, cigar factories and plants 
for making wooden ware of many 
kinds. Thirteen banks represent 
bank clearings for 1903 of $200,- 
000,000. The strength and future 
of the city lie, of course, in 
grain, particularly wheat. Win- 
nipeg is the greatest grain market 
in all the vast British Empire. 
During the year that ended last 
September there were inspected 
51,833,000 bushels of wheat, or 
more than one-twentieth as much 
as the entire wheat crop of the 
United States for 1902. In wheat 
receipts Winnipeg leads even 
Duluth and Chicago. Other sta- 
tistical information of importance 
to general advertisers is given in 
this book. The volume represents 
municipal advertising, and is sent 
to manufacturers and others who 
contemplate a change af base. The 
Winnipeg Telegram is a morning 
paper entitled to entry in the 
Little Schoolmaster’s Roll of 
Honor. It has just moved into a 
new building, and the book is a 
product of the paper’s job printing 
department. 
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150 Dollars 
for Practical 
Ideas. 


Printers’ INK is the best and 
most practical journal for adver- 
tisers and business men ever pub- 
lished. 

* * * 


The writer believes that there 
are at least 50,000 business men in 
this country who would not only 
be materially benefited if they read 
PRINTERS’ INK every week, but 
who would gladly subscribe to the 
paper if they were reached in the 
right way. 

* * * 

PrinTErS’ INK invites articles 
and suggestions which will set 
forth the most practical, direct and 
least expensive ways to accom- 
plish this purpose. 

* * * 


This competition for ideas is 
open until June 30, 1904. 


For the best article received, as 
above stated, Printers’ INK will 


pay 
$100 Cash 


_ For the next best article received 
it will pay 


$50 Cash 


and the names of the two prize 
winners will be published in 
Printers’ INK after the awards 
have been made. 

As an acknowledgment of receipt 
for every article submitted that is 
thought worthy of any considera- 
tion at all in connection with the 
awards, a coupon good for one 
year’s subscription to PRINTERS’ 
INK will be mailed to the writer. 

If further information is wanted, 
address 


MANAGING EpITor PRINTERS’ INK, 
10 Spruce St., New York. 
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Back of every success, there is 
energy, persistence and enthusi- 
asm. 





WIsE in his generation is the ad- 
vertising man who hearkens unto 
his wife. Hers is the standpoint 
of the buyer in relation to nearly 
every business. She has stand- 
ards that never occur to a man. It 
is a common practice with grocers, 
for example, to pile canned goods 
into a window, leaving the display 
several months. About one wom- 
an in every ten long ago made up 
her mind that canned goods are 
not improved by stewing in the 
sun. Visions of ptomaine poison 
haunt her. Ptomaines may not be 
developed that way, but there is 
no wisdom in telling her so. Other 
women have other notions and re- 
quirements, and usually they are 
not without reason. They apply 
to all lines of trade, and to printed 
advertising as much as to store 
methods or window displays. The 
man with goods to advertise will 
not waste any time that is devoted 
to finding out what women think 
-of his advertising statements. 


THE following communication is 
received from Mr. C. A. Abraham, 
advertising manager of the To- 
ronto, Can., Star: 

If the United States, as a prominent 
railway magnate has stated, is suffering 
from acute indigestion—is, in other 
words, experiencing an industrial de- 
pression, times will be good in Canada 
at least for a number of years. Large 
advertisers recognize this and are ar- 
ranging their campaigns accordincly. 
American advertisers are taking a larger 
list of Canadian papers than in previous 
years. Some of them have woke up to 
the fact that good times én Canada con- 
stitute advertising a profitable invest- 
ment. Here as never before in the 
history of tne country people have 
money to buy what they want. Canada 
has had a long era of prosperity and, 
as stated, the lean years seem a long 
way in the distance. 

Canada’s trade has wonderfully devel- 
oped in the last few years. A Govern- 
ment return recently issued shows that 
for the last three months ending Sep- 
tember 3oth, the revenue of the country 
was $2,645,737 in excess of the first 
anarter of the previous fiscal year. 
This speaks well for the growing times 

Canada. In the postal department, 
perhaps the truest test of a country’s 
development, there have been great ad- 
vances. The amount of money deposited 
in the post office savings bank in 1806 
was $28,932,920. In 1893 the amount 
was $44,255,326, an increase of $15,322,- 
307, or 52 per cent. The chartered banks 
make quite as favorable reports. In- 





quiries among these as well as the lum 
bermen, importers and merchants dis. 
close the fact that not a cloud darkens 
the trade horizon of the country, No 
signs of depression are visible, and there 
is every indication that the present 
times will continue for an ind nite 
period. All unite in admitting the great 
amount of business being done at preg 
ent, and the large number of orders to 
be filled. Many are extending their 
plants, and the only complaint is the 
scarcity of labor to carry on their neces. 
sary operations. There is nothing in our 
country to indicate any misfortune, and 
the building of the new transcontinental 
railway and the continued rapid develop. 
ment of the northwest are pointed to ag 
factors that will make for good times for 
many years to come. 

Besides the small army of men te 
quired to build the Grand Trunk Pacific 
Railway the general manager of the Can 
ada Pacific Railway stated the other day 
that they wanted 3,500 laborers for the 
new and leased lines in the west. Every. 
where work was being delayed on ac 
count of the inability to secure labor, 
In factories employing female help there 
is the same scarcity of labor. An 
mate made last week by the Totler, the 
official labor organ in Canada, was to 
the effect that a thousand women could 
find employment at good wages on one 
street in Toronto. 

While agricultural land in Ontario is 
increasing in value—a recent govern. 
ment return showed farm property in 
this province was worth this year a hun 
dred million dollars—it is in the west 
the farmers are getting rich. They are 
not merely paying off the mortgage, as 
it were. That was done in many cases 
years ago. A good harvest for several 
years has made them prosperous. The 
estimated wheat yield in Manitoba and 
the Territories this year places it at 
sixty to seventy million bushels. It is 
for this reason so many settlers are 
going into the country, and a great 
many of them are from your side of the 
ine. 

Here in Toronto the most substantial 
growth is everywhere visible. In a 
city of forty thousand homes (250,000 
people) it is scarcely possible to find a 
vacant home. Everywhere the cry 1s 
heard, “Toronto must have more houses.” 
And this in face of the fact that the 
hnilding permits issued this year up to 
September 30th amounted to $3,434,11% 
This figure would have been twice a 
Inrge had it not been for the scarcity of 
labor and the inability of large com 
tractors to get steel. In five vears the 
population of Toronto hag increased 32, 
48&, while the assessed vaiue during the 
same period has jumped up $16,781,785. 

This growth will continue. Canada, a8 
stated, will not be affected by the de 
pression in the States. Many large 
American advertisers are forming con 
nections here now; others will follow. 
A dollar invested in newspaper space 
in Toronto to-day will bring far better 
results than the same amount snent in 
some of the American cities. The ad- 
vertising man, with his. ear to the 
ground, has noted this and, consequent: 
ly, more attention is being given the 
Canadian field. 
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MR. BILLSON GETS THE terests in New York and Chicago. 
“STAR” DAILIES. This combination includes three 
papers—the Indianapolis Star, 

The Indiana “Star League” dai- Terre Haute Star and Muncie 
lies, which have been prominently Star, all seven-day morning dailies 
advertised on the first page of selling at a penny, with one-cent 


Mr. CHARLES J. BILLSON. 


Printers’ INK the past. eight Sunday editions. The Muncie pa- 
months, have become part of the per is about five years old, the 
list of Charles J. Billson, the spe- Terre Haute daily was established 
cial representative, who will look in 1902, and the Indianapolis Star 
after their foreign advertising in- is less than a year old. The growth 


_ 
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of these papers has been remark- 
able. Their first claim to popu- 
larity is purely a matter of superior 
news service. All three have the 
service of the Associated Press and 
Publishers’ Press, with their own 
special wires to Chicago and the 
East. Taking an independent tone 
in politics, they have quickly gain- 
ed a large body of readers. The 
circulation department has also 
built up a thorough system of rural 
delivery. Indiana is said to have 
more rural postal routes than any 
other State, while the “Star 
League” is backed by an Indiana- 
polis magnate who was instrumen- 
tal in establishing a most complete 
system of trolley lines throughout 
the State. Twenty-nine steam and 
electric roads center at Indiana- 
polis, and out of Muncie and Terre 
Haute the papers send special 
trolley delivery cars every morn- 
ing. The league now claims more 
than 110,000 paid circulation in the 
heart of Indiana, and the three pa- 
pers are delivered over nearly 1,000 
rural and trolley routes. Each of 
the trio claims more paid circula- 
tion in its town than any other 
paper. The mechanical equipment 
of the Muncie and Terre Haute 
dailies is thoroughly modern, com- 
prising Hoe presses and the latest 
typographical appliances, while a 
model plant is now being installed 
at Indianapolis. 

In the “Star League” Mr. Billson 
believes that he acquires three of 
the most desirable dailies in the 
country, as well as three of the 
most promising, for it is said on 
good authority that the “Some- 
thing Doing in Indiana” people 
contemplate the establishment of 
dailies in other cities of that State. 
In Mr. Billson the “Star League” 
managers get one of the best spe- 
cial representatives in New York, 
and become associated with an ex- 
ceptionally strong list of newspa- 
pers. Mr. Billson is New York 
and Chicago representative for the 
New York Sun, Bos‘on Herald, 
Philadelphia Jnquirer, Pittsburg 
Press, Cleveland Plaindealer, De- 
troit News and Tribune, Grand 
Rapids Press, Bay City Times, 
Chicago Journal and Arkansas 
Democrat, of Little Rock. He is 
one of the “pioneer“ specials, his 





experience as foreign representa. 
tive in New York going hack 
nearly twenty years. Born in 
Cleveland, he received his first 
newspaper training on the Press 
of that city. One day, in 1886, the 
business manager was comparing 
the foreign advertising of the Press 
with the large showing of business 
made by a rival paper. 

“Why not send me to New York 
to get some of that business?” sug- 
gested young Mr. Billson. The 
manager saw the point at once. 
“When can you start?” he asked. 
That rather scared Mr. Billson, 
“Oh—why—I suppose almost any 
time,” he hesitated. The upshot of 
the matter was that he found him- 
self on an eastbound train that 
very afternoon, since which time 
he has lived in the metropolis, 

“It seems almost like ancient his- 
tory now,” he said lately. “The 
only special representatives here 
then were L. H. Crall, who has 
since retired, and S. C. Beckwith, 
who is still in business. To come 
to New York for advertising was 
as radical a step as going to Au- 
stralia would be to-day. I made 
friends with the janitor of the 
Tribune Building and he got mea 
little office at $10 a month. That 
room is now used as the private 
office of W. R. Hearst. My first 
ad was $60 worth of Sapolio busi- 
ness, which I got from Artemas 
Ward. There was not a penny spent 
in advertising then for each dollar 
spent to-day. The men who han- 
dled the principal appropriations 
seldom had any idea what they were 
buying. Advertising was not trust- 
ed by the people. To-day it reach- 
es everybody in the United States 
—everybody! If your income isa 
dollar a day advertising helps you 
spend it, and if you are a mil- 
lionaire a hundred times over ad- 
vertising is a distinct influence 
upon you. Every class is touched 
by advertising somewhere, and all 
believe advertising statements. 
Twenty years ago advertising was 
largely associated with frauds and 
schemes, and distrusted. There has 
been a great change. It was ten 
times harder to get business in 
those days, but I met with success, 
and have gradually built up my 
present list. I was the first special 

















to represent a Pittsburg paper, and 
when I began with the Chrenicle 
Telegraph all the foreign business 
printed in the Pittsburg papers 
came to less than $30,000 a year. 
To-day Pittsburg papers publish 
more than $500,000 worth of gen- 
eral advertising. I now represent 
the Press of that city, of which I 
am a stockholder and director. I 
have represented the Detroit News 
twenty years, and have been longer 
in the employ of James E. Scripps 


than any other person. The busi-. 


ness of this office amounts to more 
than $1,000,000 annually, and has 
for years been larger than the busi- 
ness of any other special agency. 
I have never made application for 
a paper. All have come to me. 
We check no papers here, nor do 
we keep any advertising accounts, 
or do any collecting. All that de- 
tail is turned over to the papers 
themselves. I have always worked 
on salary, never on commission, 
and was, I think, the first to ptt 
special representation on the salary 
basis.” 

“Do you consider that PriNTERS’ 
InK has had anything to do with 
the growth of advertising and the 
change in the public’s attitude 
toward it?” 

“I sincerely believe that Print- 
ERS’ INK has had more to do with 
the growth of publicity than any 
other single influence. The Little 
Schoolmaster has. been consistent 
ever since its establishment. No 
other publication in the advertising 
field has. Furthermore, I have al- 
ways regarded Printers’ INK as 
the only medium that can give real 
advertising to a newspaper. Other 
publications are useful for certain 
purposes, but Printers’ INK brings 
returns. Practically all the papers 


- of my list are well known to the 


advertising public, and it is some- 
thing more than a curious coinci- 
dence that practically all have been 
advertised more or less in PRInt- 
ERS’ INK. We get replies and re- 
quests for papers from many 
quarters. To a man of little ex- 
perience in advertising newspapers 
it might be difficult to see the 
value of requests for copies from 
remote points, but the young man 
who is just a student of adver- 
tising to-day may be spending a 
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$500,000 appropriation five years 
from now. I have been long enough 
in advertising affairs to see how 
such things work out. 

“The advertising of the ‘Star 
League’ in Printers’ INK the past 
year has unquestionably been pro- 
ductive to those papers. I have 
just returned from a two weeks’ 
inspection of the Indiana field, and 
am enthusiastic about the additions 
to my list. Indiana is in itself a 
wonderful State, and the ‘Star’ pa- 
pers not only cover a great portion 
of it thoroughly, but are the kind 
of papers that must inevitably 
grow. They are backed by a man 
who has done more to develop In- 
diana than any other person. They 
are founded upon modern demand, 
and are condicted on the sound- 
est business principles. They 
are not only open and_ above- 
board regarding circulation, but 
supplement general advertising 
in every possible way, promot- 
ing sales and putting at the 
disposal of advertisers accurate in- 
formation regarding their terri- 
tory. These three papers would 
hold their own anywhere, and they 
have only begun to grow.” 

pe 


Ir your wife would call you in to din- 
ner and didn’t have anything to eat, do 
you reckon you would stand for it? 
Better apply this to your advertisin’ and 
put it in your considerin’ cap. 
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“BEHIND THE TIMEs.” 








46 
“MYTHOLOGICAL ADVERTISING.” 


Once again the gods assemble, 
In the year of “Naughty Three;” 
So, poor mortals, hark and tremble 
As you did in days B. C 
Let us hasten to their meeting, 
While with pride their bosoms swell, 
As they bid each other greeting, 
In the cars, the streets and *‘ 
Mount Olympus, changed to Morris; 
Roman Cliffs, to Murray Hill; 
While the nectar prassed by Horace 
Comes from some Kentucky still. 
As the gods dash off a thimble, 
Hear them say with sparkling eye: 
“When you do drink, do drink Trimble, 
Or, perchance, some Hunter Rye.” 
Goddesses, so plump and i 
R. and G.’s no beatt lac 
Come into our “Holey” city 
With a Ferris Corset Waist. 

With no cocktail they would shame us, 
As they quaff with cunning zest 
“Beer that made Milwaukee famous” 

As a city of our West. 
Thus we see in our surmising, 
How these changes came about; 
By our modern advertising, 
Many things are inside out. 
Jove, with thunder, Great Earth Shaker, 
At such things would laugh and scoff; 
Now—he goes by name of “Quaker,” 
“With a smile-that-won’t-come-off.” 
Juno, Queen of all Immortals, 
Quality was wont to choose; 
Now —’neath many Broadway portals, 
She’s a pair of Ladies’ Shoes. 
God of Battles, Strength and Power, 
Mars was once the name for him; 
Now—we hear most ev’ry hour, 
“Force has made him Sunny Jim.” 
Next the Gods of Beauty follow— 
How they are disfigured! ’Tis 
Sad to find the fair Apollo 
In Apollinaris fizz. 
Venus changes to Egyptian, 
And we see her figure yet, 
On some poster’s gay inscription, 
As a Milo—Cigarette. 
Helios, the Sun Eternal, 
To our age a name begets: 
As a New York morning journal, 
In “The Sun That Never Sets.” 
Luna still her vigil keeping 
Through the night, doth calm our ills: 
Works so hard while we are sleeping— 
Cascarets are candy pills. 
Through the country you may wander, 
And on posters you will fin 
Many ways your cash to squander 
On a “Star” of any kind. 
If Diana, so alluring, 
Should entrance your busy brain, 
Now, you'd find yourself a-touring 
On the famous “Sunset Train.” 
Now the ancients go a-courting 
In a “Spotless Town,” you know; 
*Round the bars so gayly sporting; 
Bars of what?—Sapolio. 
Think of Pollux, or of Castor, 
As their married life begins; 
If all troubles they would master, 
To adopt the “Gold Dust Twins.” 
At this modern feast, well flavor’d 
With the Lea and Perrins Sauce, 
There were jokes which truly savor’d 
a meaning somewhat coarse. 
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*Midst the fizz of Perrier-Jouet, 
There was told with keenest pride 

How, like sailors, our own Dewey, 
Loved the water—‘‘on the side.” 

Neptune for a speech was toasted, 
But was in a sorry fix; 

By the gods was sorely roasted, 
When he tried to kord the Styx. 
For “Suburban Homes” they parted, 

In the papers soon to see: 
How our moderna ads got started 
In the year of “Naughty Three.” 
B. S. Grson, Jr. 


NOTES. 


“TeL_tinc Truths Timely Told” is an 
informing folder from the Chieftain, 
Pueblo, Col. 


Tue Baltimore Herald is mailing an 
interesting series of postal cards illus- 
trated with half-tone views in that city 
and carrying a moral for the paper. 


Lyon & Heaty, Chicago, publish a 
large-paper “‘Piano Book” that is hand- 
somely printed and covers what must 
necessarily be a large subject with this 
house. 


A neat folder from the Kansas City 
Star is composed of a sheet of news 
paper from that daily’s own mill, which 
supplies to the Star and Times forty- 
two tons of paper daily. 


An excellently executed booklet from 
the Typographical Journal, Indianapolis, 
contains a statement of that monthly’s 
circulation for the year 1903. Mechani- 
cal work by the Hollenbeck Press, that 
city. 

Tue Solliday Novelty Advertising 
Works, Knox, Ind., sends out literature 
describing a wide range of specialties, 
including price cards, cigar and tobacco 
pouches, trick wallets, outdoor signs, 
workmen’s aprons, linen caps, tin cups, 
bill hooks, package carriers, flour scoops, 
coat hangers, puzzles, toothpicks, bicycle 
racks, hat brushes, horse covers, and 
others. 


eer a 
WANT AD ILI USTRATED. 


“WAITER WANTED.” 
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IN THE PIANO TRADE. 

Artist and manufacturer enter into an 
jron-clad agreement that sometimes leads 
to difficulties. Recently a battle royal 
was waged upon the boards of a famous 
auditorium, by a violinist and two sing- 
ers who insisted upon using different 
pianos, though either instrument was 
good enough to have satisfied any reason- 
able being. To the right of the stage 
was a small grand, bearing the usual 
golden legend, to the left a concert 
grand, similarly adorned. When the 
singers appeared, the smaller piano was 
dragged to the front, and at the con- 
clusion of each group of songs, it with- 
drew into its corner. At every violin 
number these manceuvres were repeated 
with the big grand. The performance 
speedily degenerated into a plano war 
and the audience forgot the excellence 
of the music in watching the advance 
and retreat of rival factions. This par- 
ticular fiasco was due to the inexperience 
of amateurs managing a charity concert, 
but there will always be danger of a 
clash so long as artists allow themselves 
to be used as advertisements.—Every- 
body’s Magazine. 


Advertising Agencies. 


ALABAMA, 
A-Z, ADVERTISING CO., Mobile, Alabama. 
4\ ‘Distributing and Outdoor Advertising. 


CALIFORNIA, 
UPTIS-NEWHALL CO., Los Angeles, Califor- 
J nia. Estab. 1895. Place Rg ag B i 
whe’ ere— magazines, pewspapers trade 
outioor. Effective ads. Mar eting plans. PRACL 
FIC COAST ADV ERTISING, 2 25c. copy; “ year. 


CALIFORNIA— A—PACIFIC COA 

BARNHART AND aw eee. 3 -y a Mont- 
gomery St., San Francisco—Largest agency west 
of Chicago; occupy 10,000 sq. ft.; romaplo wpe oy 
manage all or any part of an advertising ca: 
paign; can save advertisers money by ac visin; a 
diciously for newspapers, billboards, wall signs. 

t cars,distributing,etc. Can place goods with 
wholesalers and retailers. Knowing Ccast condi- 
tions, we can place your advertis’g without waste. 


DISTRICT OF ae ce 
L ISTS of leading “Wan o papers oe 
L. P. DARRELL ADVE SING AGENCY: 
Star Bldg., Washington. D. C. 








ILLINOIS, 
ORPLACH & GUNDLACH, 115 Dearborn 8t., 
cago, newspaper aud magazine adver- 


tising in U.S. and Canada. Rates supplied also for 
Spanish-American and European publications. 
A DVERTISERS, consult us before placing your 
advertising and get the benefit of /8 years 
of ripest experience, which is essential to all 
successful advertising. Our Advertisers’ Pocket 
Guide FREE for the asking. GUKNTHER-BR AD- 
teen & CO. (Founded 1885), Schiller Bldg., 
icago. 


KENTUCKY. 
| M.CALDWELL Adv. Ag’cy, Louisville, plans, 
¢ prepares, places adv’ng; newpapers, Mags. 


MASSACHUSETTS, 


A , T. BOND, 


16 CENTRAL STREET, 
BOSTON, 


Recognized Advertising Agent, gives personal 
attention to his clients’ best interests, irrespect- 
ive of any commission or discount inducements. 
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MARYLAND. 
ILBOURNE Cg gy AGENCY, Balti- 
i more, Estab, 1876, le magazine, 


outdoor adi vestidne written, planned eee 
Don’tspend $1in Md. vefore getting our e imate. 


NEW JERSEY 
AIL-ORDER ADVERTISING A SPECIALTY. 
STANLEY DAY, Newmarket, N. J. 


NEW YORK. 
G EO. Fa ROWELL& CO., founded in 1865, under 
.¥ the new management not only plans, places 
and illustrates, but also acts as sales managers. 
Estimates and ‘designs upon request. 10 Spruce 
Street, New York. 


ORTH AMERICAN ADVERTISING CO.—Or- 
ganized y advertisers to give advertisers a 

uare deal. L. Perine, 7 .; W. W, Seeley, 
ice-prex.; F. James Gibson, : Baxter Cater- 
son, treas., 100 William St., Ne 8t., New York. 


Onio. 


LARENCE FE. RUNEY, 220 W, Liberty Street, 
Cincinnati,O. Newspaper, “Magazine, Out- 
door Adver' tising. 


PENNSYLVANIA. 
T= H. 1. IRELAND ADVERTISING AGENCY, 
(Established 1890), 
works with as weil as for clients. 
Plans and places advertising in newspapers 
and magazines. 
Creates mail-series of folders and cards to 
reach the trade. 
925 Chestnut Street, Philadelphia, Pa. 


I NEVER wrote ads for John Wanamaker. 


BELIEVE I’m ove of the very few advertis- 

ing writers hereabouts who do not shine in 
the reflected light of that best of advertising 
writers. 


CAN’T tell you “how to increase your busi- 
ness on receipt of your printed letter-head.” 


| e+ WON’T send you ascore of ads for $1; usable 
mazoo, Camden or New Yor. ‘City. 


I AM quite confident 1 am notan “expert’’—so 
I won’t load you down with astonishing 
theories. 


B UuT— 


| i ten years’ experience in writing and editing 
news on big newspapers ;— 


F a thorough knowledge of types and type- 
I Saneees of good business English ; of mer- 
chandizing ;— 


F three years’ experience in writing and plac- 
ing advertising for leading advertisers of 
this section ;— 


I* apresent clientele that includes such keen 
Philadeiphia business =n as William H. 
Penna yg OO ag FE P. T. Hallahan (shoes) , 
eorge B — (hats) ; Harburger Brosners 
(diationds) e Henry F. Miller & Sons P 
Huey i Chries (Bailey” 's Pure Rye) ; Jas, iH. 
Billington Co. (Manu‘acturers’ Supplies); The 
Brooke Real Estate Co. ; The People’s upply 
Co. (credit); and others— 


) these thinys constitute a ny - the busi- 
ness deration of busi n— 





WOULD be pleased to communicate with 

those desiring to take up advertising, or, 

possibly, to improve upon such as they are now 
oing. ___ 


Richard A. Foley, 
THE RICHARD A. FOLEY COMPANY, AD- 
VERTISING, 


1216 Commonweaith Bidg., Philadelphia. 


CANADA, 
H% often agents of American firms tell us 
that their advertising is ineffective because 
not in harmony with Canadian ideas. 
A, oa get the best results for an appropriation 
ada. Correspondence solic 
*OESBARATS ADV. AGENCY, Ltd., Montieal. 











Want Ad M Mediums. 


NEW YORK OITY. 


eiveser a, publishes weekly. The rec 
d lead antad medium ror 
want ad ——. mail Tarde er articles, advertis- 


novelties, printing written circulars, 
pe p wan oftice devices, adwriting, half- 


ness me ied a dvertisementa, ten cents 
a line per iseue fat; six words toa line, Sample 
copies, ten cen! 


Classified Advertisements. 


Advertioomante under this head two lines or more 
without d w, 70 centsa line. Must be 
han in one week in ~ 4, 


WANTS. 


ARISH CALENDAR AGENTS please address 
Box I6, Ridgewood, Berg Bergen Oo., New Jersey. 


AIL Onion Goods of meri of merit wanted. SOUTH 
K CONCERN, 2126 Brainard, New 
Orleane: I " 


M?w Ainge GF 
W YORK REPRESENTATIVE! 
AD SPECIALIST, 107 Liberty St., New York. 


prorenes WANTED—AIll round printer with 
family. No tramps need apply. eo _ 
WEST FARM & HOME, North Yakima, W. 


ORE than 225,000 copies of the morning edi- 
I tion of the World are sold in Greater New 
York every day, Beats any two other papers. 


le of ability seeks position; expert 
enced; practical Rog diel 
cuts, make-up, trade paper. “ _ P 


A SUCCESSFUL ‘Advertising Solicitor who 

wishes to spend a couple of months in Cali- 
fornia could correspond A advantage with the 
Surg, Santa Cruz, California. 


te or middl man familiar with 
es ¢ trade who can invest $2,000 to 


ional business opportunit; 
SiGress Box Box 1380, S Rew yew Raven, Conn. ve - 


Pos os as adwriter—assistant or manager. 
Correspondence courses and some success- 
fulexperience. Excellent ees Will ac- 


salary as assistan iter 
Sestenies advertising. C. T., this office. 


Tere Machinery advent cane ped 
ll established ‘Textile’ wants ex- 
enced solicitor to cover New ¥ York and New 

id. Novices not wanted. Address at once, 
“SPINDLE,” care of Printers’ Ink. 


be attention of ambitious advertisement 

writers is directed to the offer in this issue. 
under heading “Advertisement Constructors,” 
wherein five hundred and sixty dollars is offered 
for the mn of six of six advertisements. 


pores WanTteD 2 ne ee man he | 
. over ears .. o 
experienced fp paper A ot ny ake 


lication in own m handwriting. gf 1 r- 
tlenlars, references, etc. heart BOOK. 
KEEPER,” care of Printers’ Ink 


ep nie po advertising man (30 years of 
Pe pte will be open fora lm gee about ag ke 
= as ad 


manager 0 
week. Preference will be ah to 
Pe Philadelphia house offering S op- 
advancement. “CENTAUR,” 
Ink. 
We cbiiey “wil gum paying situation, where 
df 


sober, industrious coun new: r man. 
Specialties: Descriptive writing, om torial work 


Seer ache Side Maun sl fo 
ferred. “G. P. E. H.,” Box 87, Sylvania, Ga. 
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peers NEWSPAPER MEN’S EXCHANGE 
: —_— 1898, a aes ny ane work- 

ers in all departmen( end for 

Main St., Springfield, Mass. — Mass. ate 5. 


|. \aidemammcaieal SCHOOL GRADUATE 


wanted at guee to fo venpesent us in every city and 
town. Refere Address 
THE BARNARD alate flan Berea 
ph 


AS MADE eae Over ri 
ottoes, gs, phrases, c: Imes rd 
wodecnens, ete.; suitable for any baste took 
gent labor to collect, construct and 
like them ever published; 
saves half the work of writing ads; an inexhaust- 
ible mine of nuggets to draw from. Price one 


DE BEAR PUB. CO. 
1 Union Jnion Square, New York. 


ANTED to furnish de a newsletters to 


ex- 
change. Not a fake or a scheme to get space for 
next to nothing, but an honest effort on the 

S an Lexpentenene journalist to serve his “ 


the OWA Send for particulars. 
Natio AL NEWSPAPER SYNDICATE, y i 
lding, Washington, D 


YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 
and ad managers should use the classified col- 
umns of PRINTERS’ INK, the business journal for 
advertisers, Burch adve weekly at 10 Spruce 8t., 
New York. inserted 
at 10 cents per six words to the line. PRINT 
ERs’ INK is the a school for advertisers, and it 
reaches every week more employing advertisers 
than any other publication in the United States, 


A OVERTISEMERT WRITERS, especially be- 
ginners, will have Fo Gee 9) pont 
nity to demonstrate their ability an 
money by writing to us. We will tell you — 
to start a ess of your own at home which 
will do hore’ to —, your reputation as an 
adwriter than years of ordinary experience, 


Write 
WELLS & CORBIN, 
Suite B, 2219 Land Title Bidg., 
Philadelphia. 


LERKS and others with pores school edu- 
cations only, who wish to towrlte for ready 
positions at $25 a week and over, 0 for free 
copy of my new prepenee and endo: 
concerns where. One —— 
fille'§ 98.000 p , ANNO! other $>,000, and any num 


earn $1,500. The best ~ cine ad writer in New 
York os his success within a few months to 
~ teachi d exceeds supply. 
EORGE H. POWELL, Adverti and Busi- 
ness Expert, 82 Temple Court, New York. 


ARE YOU SATISFIED 
with your present nt position 6 or anlarys If 
not, write nearest 0’ klet. We have 
i for 8, , secre’ retaries, adverti 
etc. Techni 
clertoal, and cmecutive men of all kinds. High 
grade exclusively. 
HAPGOODS (INC.), 
Suite 511, 309 Broadway, New York. 
Suite B15, Pen: fonneyivanis Bidg.. Phila. 
Suite 529. ock ae bg Chicago. 


Suite 1326, . Cl 
+ Willie r Bldg., § ™ Bontile. 
ITUATION wanted as advertising 











I went there; five years later , 000, em 
don’t keep pace with increased trade a | 
loses man 


delayed. Am offered interest in the oe 
but Veter {field of greater opportunity, where 
customers secured will be kept. Am no 
omenon, but have done successful adve 
which has made the firm noted. Large business 
as ye — correspondent. If your 
prices and policy warrant, pnd you are 
willing " cover your mail ist often in 
cal » Modern ways, ah I can 





help you, 

Spprosimste ‘ou would 
tigen oy will insure reply. x er Wholesale: 
but will consider others if location, facilities and 

future warrant. 


*ENLARGER,” 
Printers’ Ink: 








SO eee 


gin itin AM ate tid oe 














Nexceptionally good mepreeunity f for cane 

A man, with ability and energy, t it 
lican newspaper in a city of 18,000 anianan, 
Bo with some means preferred; references 

Address “F,” care of Printers’ Ink. 
dail lsanenehoneee 
co CARDS, 

PER 1 er lots at lower prices. 
$2 Tein oc COIN MATLER MAILER CO., Burlington, la. 


® PER 1 rst Less for m for more; any pri nung. 
$3 TAE COIN WRAPPER (0.. Detroit, Mich. 





MAILING MAC. MACHINES. 


HE DICK MATCHLESS MAILEK, lightest and 
nickest. Price $12. F. J. VALENTINE, 
Mir., Vs Vermont 8t., Buffalo, N. Y. 


te 
TYPE WRITTEN 1 LETTERS. 


paearion typewritten ritten letters which are per- 
fect imitations; samples free. SMITH PRINT- 
ING CO., 812 Broadway, T Toledo, Ohio. 


BUSINESS OPPORTUNITIES. 


DVERTISING MEN, with some capital, can 

TL rd fifteen years’ territory rights to the 

exclusive money- yd 

pro) mineetion ever offered. U hustlers, 

dela; Address NATIC ONAL “BUSINESS 
ASSOCIATION, Milwaukee, Wis, 


NFORMATION, Binghamton, N. Y., publishes 
monthly list of novelty manufacturers; teils 
how to advertise successfully; how to —— mail- 
order trade and manufacture ge exposes 
frauds It reaches agents, penta matey * distribu- 
tors, mail-order dealers, novelty rare 
salesmen, streetmen, etc. aera pee, ie 
per line; three months on trial. 10c 


HE MAIL-ORDER WAY 
THE ONLY WAY 


TO MAKE MONEY. 
It ingn javiting, legitimate and co: 
ness, Subscribe to the Mail-Order 
six years it has put hundreds next 
money. Three months’ trial, fifteen cents, 
LOUIS GUENTHE 
Room O, Schiller Buil 
Chicago. 














—— - -~e 
CARBON PAPER. 


ge oa bg non- ‘non-plurring carbo S eer 
samples free. | WHITFIELD'S CA ON 
PAPER WORKS, 123 Liberty St., New York. 


—_+09>— 
INSTRUCTIONS BY MAIL. 
yr! fava TAUGHT successfull: by 
$5 poe Zen. only. Wouldn’t 
this belp yout “Hoo 
ytd 





‘let P sent free. 
OF ay 4 NATURE, 
Georgia. 


MAILING LIST FOR SALE. 
MAIL ORDER MEN, ATTENTION! 


On account of ring Ly! Gamionee will 
sell m —s list of nearly 50,000 cash mail- 
mail wid ayy A ot *MOTUAL 

e m mon 
SUPPLY CO., Richmond, Va. 
PAPER. 
B SSETT & SUTPHIN. 
—_ St.. ity." Diamonc ~ 
wae ne Pa onahe eae special at. iamond erfect 


JOB PRINTING SPECIALTIES. 
WARTED-One (only) newspaper in aver 
printing “department. every oul gerette In 4b 


Wiment custome: inted state’ ts. 
R. ADAMS & CO., 10. Detroit, Mich. green 


LITHOGRAPHY AND TYPOGRAPHY. 
LMHOGRAPHED blanks blanks for bonds, certifi- 


peiatng: Bend stamp mp tor Pe eon pletes a, i 


Ni 
New Yor! - 





oad) eR 
PERIODICAL PUBLICITY. 
1s by ay 5 8 


DEALERS’ MAGAZINE. Circu- 
000. 253 Broadway, New York. 
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‘tnt you be 
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NEWSPAPER BROKER. 


Neweeares Opportunities—Have excellent 

daily and weekly papers for sale. Republi- 
can weekly at $20,000, paying a profit of $5,000 a 
year; Democratic weekly at $8,000, paying the 
owner $2,500 a year; $20,000 Republican daily in 
Kentucky doing av annual business of $19,600. 
Tell me your wants, and 1’ll furnish properties 
that show profit and are pleasantly situated. B. 
J. KINGSTON, Newspaper Broker, Jackson, Mich. 

i. el 


HALF-TON TONES. 
ERFECT copper ‘half-tones, 1-co! tops 

10c. per in THE Y YOUNGSTOWN sike Ne 

GRAVING CO., Youngstown. Ohio. 
VW 7 E would like to estimate on your half tones 
either for the newspaper or other work. 
Garbans ENGRAVING 61 Ann St., New 

ork. 


BWSFAPER HALF-TONES. 
7bc.; 3x4, $1; 4x5, $1.60. 
rare = beten - cash accompanies the order. 
en 
KNO XVILLE ENG RAVING CO., Knoxville, Tenn. 


pi ES Es eS a 
TRADE JOURNALS. 
ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000, 253 Broadway, New York. 
—__+or-——— 


BULLETIN BOARDS. 


ALL BROS., 115 Dearborn 8t., Chicago, Ill. 

Builders and Painters of Railroad Bulletin 

Adv. Signs; also bulletin, barn and fence spaces 
for rent on all railroads entering Chicago. 





BAD DEBTS COLLECTED. 
GTR See first-class service. Reasonable pe: 
mtage. Once our patro: ae aver 6. our pa 
DAY-AND-NIGHT ADJUSTM 
hicago Avenue, Chicago. 


SUPPLIES. 


D°? XINE—A non-inflammable type w A 
— for = and benzine. oe ns =a by 
the trade. Made by THE DOXO MFG. CO., 
Clinton, Ia. 

D, WILSON PRINTING INK CO., Limited, 


W. of 17 Spruce St., New York, sell more mag- 
oaine cut inks than any other ink house in the 


ron. 
2644 C 


“Special prices to cash buyers. 


Cas PASTE is a ary A ag in- 
rH byte into = 


~y A = 4. thing ou 
pF v a Try 
it and be convin of femme mr on receipt o' jose 
address. BERNARD HO. ES AGENCY, 46 


State St., ‘Chicago Tl. 
A®™ You nay ine too much See our office sta- 


tionery ? apgees a Rar, 3 
For $4, net 0.0, "sp pela. we ig fs 
you five reams of nice typewriter . 
ds and 50 sheets = carbon du eatin 


nd. for samples 0; png in car line. PIL- 
GRIM PAPE CO, ‘Sp gfield, Mass, 
DECORATED iD TIN BOXES. 
Ts appearance of a packs wckage ofttimes colle 4 


You cannot i how beautifully 
decora' and bh ow chea) they are, 


mone Ed 
gcaret boxes a and five n 


million vas- 
chienasioos tae ‘or the tin desk re- 
minder called “ Do It Rowen ott is free; so are 


iat aMRHICAN & ShOPPEk COuPaNy, 


Brooklyn, New York. 
we na acy maker of Tin Boxes outside of the 








a 
ADVERTISEMENTS WANTED. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
jJation 17,000. 253 Broadway, New York, 
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PREMIUM UMS, 
L"*eeom HEALY'S NEW } NEW PREMIUM CATALOG, 
reaay, contains musical instruments 


w ready; 
» 48-80 02 Maiden Laue, N. 2 


PRINTER NTERS. 


OOKLETS by the million. Write for booklet. 
STEWART PRESS, aie 


NATALOGUES printed in large quantities. 
Write STEWART PRESS, Chicago. 


Dg tt HEADS $1.50 per 50 per 1,0C@0and up. Bond 
pewritten Circular Letters $2 

ee Write for sampies. CHAS. MEYERS, 

rrien § Springs, Michigan. 
Dpo=a. a non-inflammable substitute for lye 
and benzine. Will not rust metal or hurt 

the hands. Retempers and improves the suction 

of rollers. For sale by the trade. Made by the 

DOXO MANF"G., CO., Clinton, Ja. 


HOUSE-TO-HOUSE DISTRIBUTING. 


M* sith NATIONAL DISTRIBUTING SERVICE 
is the result of years of practical experi- 





ce in placing advertising matter direct to reli- 
able, local distributors, to the entire satisfaction 
f patrons, to whom I am pleased to 


| have the only proposition that covers every 
town and city oft over 2.000 population in the 
United States, also hundreds of smaller places. 
All matter is sent to reliable local men who 
make Garieating an exclusive business and 
= Ty rintend the distribution of 
T became personally responsible to 
you for a atrictly first-class service at all points, 
eerfully make good where contract is 
violated, It will be to your best interest to in- 
vesti 


WILL A. MOLTO 
Nationa! Agvertces Diettbator, 
iain Office Clair 8t. 
Clevela wy “O. 
SIGNS. 

T=. “ HOOSIEn,” ,” WATERPROOF SIGNS. 

best reasonable price sign for all xinds 
of outdoor yt t.ffective—long-lived— 
attractive. Write for e ices and.samples. C. 
GARDNER PRINTING CO.,, “ Hoosier Sign 
Works,” Dept. D, Princeton, Indiana, U. 8. A. 


— es 
ENGRAVING. 
ARDBRS Rn de yg eo, ». Louis, Mo., 


Elec Photo-Engravers. D) 
SIGNS For © VERTISERS AND PUBLISHERS. 


—_—__+o> 
CHECK _PROTECTORS. 
z Rw 3 PROTECTOR protects your 


; does the work. Simple, durabie, 
ae id. ATLAS LEVE, Box 
495, Syracuse, N. 


ADDRESSES. 


2 ee nd Women we, ten west, %. 
correct. PSUN SU 
600 an “Antonio. 


anes 
MAIL ORDER. 

ATLORDES | MES, {N, MIXERS AND PUBLISH- 
on mail your circulars, 

gabeerl - Oy a ee at 10c. per 100, $1 per 

1,000. ‘ey and try m: 
DANA M. BAER, 
Dep’t. X., Luverne, Minn. 
HE “PULLET” Corkscrew will pull any 
kind of a cork from any kind of a bottle. 

Steel, — nickel-plated, a leather pouch, 
wi New. Bonansa for M.O. 

Sample b: rary 36 cents. 

TON” MERCANT. 
Block, Unio: nion City, Ind. 


T THAT CLEVER IDEA. 


Last week I offered for sale through the eo}. 
umns of PRINTERS’ INK a “ Clever Idea” for » 
mail order business. 

Every one that answered that adv., with but 
one exception, has since written me, ex, 
their utmost satisfaction at the “Idea.” 

Here is one letter : 

Sear tie: LOUISVILLE, Ky., Jan. 13, 1904, 


Yours, ¢iving the scheme in full, recei 
is very , and suits me as well as » 


‘ou have ° suggeaes. I shall arrange 
Zor ob he plan to work as soon as possible, 
Yours very truly, Ww. J, P—, 


This is the “Idea” that brought me a clear 
profit of $321 in a little over three weeks on an 
investment of $50, and which I now offer te sell 
to anyone for $5. 

This scheme can be worked on a larger or 
smaller scale, and will yield proportionate re 
turns. 

Does not require any special ability. 

Anyone can duplicate my success. 

May be made a permanent business if desired. 

No medicine, picture, jewelry or book scheme, 

Something new and clever in every sense. 

Exceptionaily clean, legitimate and b bi 

Requires no newspaper advertising. 

You have nothing to manufacture. 

Loss or failure practically impossible. 

Field is Jlarge and unlimited. 





Brightand clever ideas possess certain value, 
The — gained 7 by experience and devel- 
y expen: 
oa avy & man has made a fortune out of a single 
- a." coupled only with energy and good 
sen: 

T realise many ‘people wea like to omhatts A 
the mail order b 
know just where to start. 

Perhaps you hesitate to make a big effort until 
you have made a success of a small one 
To all en this “idea’’ of mine appeals in 
every se 
Bevause it it is clean, ohne and pleasant to work 
<— thoroughly 
And because, above all, it is a demonstrated 





euccess. 
I offer you here the cleverest thing of my ten 
years’ experience 4 the mail order business. 
ihave made a success of everything 1 over 
cummed in the m»il order field. 
This success should count for something with 
—_ who wish to take up this fascinating busi- 


met should also count with all who are in the 
pony wish to increase their bank account. 

rse some one will say, "ie it is sucha 
good thing why don’t you cover the field your- 


self! 

Well, this is a mighty big world. 

The field of operation is e and practically 
unlimited. 

For this stienior idea the world presents an 
a endless 

I have wm a Sc ‘and shall continue todo», 
but it would take an immense fortune to cover 
Soca 5 field, and it would be a stupendous 
a 

Therefore. it is perfectly sensible and reason- 
able that I offer it to others. 

You can work it anywhere and do as well as I 


did. 
tae ment of this really remarkable sue 


Positively no uslerepreseatation whatever. 

I have nothing else to sell you, or anything of 
that sort, and have no "" particulars. 

THE INLAND PRINTER, Chicago, IIl., after & 
careful canmtaditon of ‘the details of my Idea, 
writes me : 

“ The plan seems to us worth the money.” 

Vv. H. RAINBOLT, 


Bloo’ Indiana. 
P. 0, Box 100, — 





Pes aes See 


Sco eet TD Le 


~— betta ee oS © Oe Fe 
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FOR SALE. 


'E Cy First-class condition. 
Ler S M.M.,” care ” care of Printers’ Ink. 


ip ae per er dozen. Name what you 
Fran Spee PFormulas, Sve cents each. 
AKEN, Port Ewen, N. 


Bae aN 


ay Print Shop in Manhattan. T.oca- 
plant Al. Earned us home 
a gy want to travel. 
~~ 8.,” Printers ink. 
60 POTTER TWO-REV.; will print 4 
eens: of ~~ 7 = 8col. A first class 
ok, job or paper —. RICH 
Ni PRESTON, I67L Oliver Bt.. Bosto: 


OE DOUBLE CYLINDER, with or without 
folders attached: | will a pee int 4 i of oa 
~~ A _—_ r hour, 
in pa olen RICHARD PRESTON, 
ion toniver 8 St., 


DESIGNERS AND TLLUST USTRATORS. 


ESIGNING, illustrating , engrossing, illumi- 
nating, epgravin lit graphing, « art prise 
ing. THE K.NSLEY Sulit Bway, 


PUBLISHING BUSINESS OPPORTUNI- 


Ra now youcan gn a publishing business 
in New York City, where by paying now a 
few thousand dollars for a magazine or trade 
journal, you can make a living from the start 
and find vourself a few years hence the recipient 
(a pmrel very income and the owner of 
afine property. 1 know how others have done 
itand can put you inthe way of doing it if you 
mevegees jak ishing timber in you. See me if 
Broker herwise write LMEKSON P. HARRIS, 
~~ in Febiening Businesses, 253 Broadway, 


TEREOTYPING, ~25e. ; Zine Etching. — 
(Both books illustrated.) These two ena, 
. “Box * ‘G,” 148, Saint Joseph, La. 


LIMITED number “POINTS FOR PRINT- 
ERS,’ ne pees 8, 2c. per copy, postpaid. “The 
nters’ Manual.” 

Wi L. BLUCHER, "Tecumseh 8t., Dayton, Ohio. 


‘6rNHEORY and Practice of Advertising.” 
Fifty complete Lessons in one volume. 
ee er the world. Second edition. $1.00 
paid. GEO. W. WAGENSELLER, LL.D., 400 
fer Street, Middleburg, Pa Pa. 


A PakGain IN BOOKS—506 subscription books 

for sale cheap (3 titles). in perfect condi- 

tion, bindings, paper, etc., of best quality. Aver- 

ae or’ Lr sold for $3.75 per copy. 

Vag pea i or live agent to secure a 

in, or would make excellent premium for 

y line of business to m trade, or use as 

titualation builder for daily paper. If inter- 

and mean business, address J..R. LEMON, 
Anniston, Ala. 


WHEN PAPA RODE THE GOAT. 

pay bn PUB. CO., of OMAHA, NEB., 

have i dy. cop: ghted book with the 
above mes illustrated with #00 colored en 
ings, which is the most comical work of the 
kind we haveever seen. We advise our readers 
who wish to have something to drive awa = 
a tosend 25 centsfor a copy to thea 


PRINTERS ma: have my co ht lodge cut 
Fw abbne dong y y copyrig’ ige 





—_—_+- ——__—_- 
RUBBER STAMPS. 
Yous, NAMF, Business and Address on a neat 
Rubber Stamp, with and ink, mailed 
for'2%e. P. I. DURHAM CO., Corry, Pa. 
MAILING CARD ARD SPECIALISTS. 
Pm fro 134 cents to reach your trade! Write 
NSOM & ALLISON, Ces asa Spe 
8 Elisworth Bldg., Chi 
ital 
CLASS cS eal 


H4RDWake DEALERS’ MAGAZINE. Circu- 
lation 17,000, 253 Broadway, New York, 








culars mauied, <0 cents per 
Allentown, Pa. 
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672 ¥4 cane heads of families on 7 Rural 


MLW aRD. Leington kyr” 

i tee pee = B,evgenritcen Cl Gr 
OUSER, 

M* == Y live Mailing lang List, 2,000 mma Am eng | 
quintun “isco Rocky cantain et, 


E. REEVE, 1653 Franklin, Denver, Col. 


fore 
4,000 NAMES of best farmers on rural 


y Seen local goepetioss De — 
, one oO 


tie i “the 2 Beate i t to form, jus 
es io e poe nm nea mphle' 8 
from mm, « as. nphiet few = 


vee 
R. L. WHITE, Deputy — “- Ck. 


35 300 ADDRESSES 0 oP pose ee on 

cards, recommended toa 
Nareery Co., open late 1902 and 1903. Ali have 
or are now act: as agents tor different articles. 
hada rent for a copy or sell outright. Price 


piso have 200,000 A No. 196) and Lois letters to rent 
ws oot -ounigns, all Gate 1 ys S Su., 


Johnson, XN, 
ADDRESSING | MACHINES. 
ADDRESSING MA MACHINES—No type used in 
card index system a addressing used by the 


| ub! re throughout the country. Send 
forcirculars. W LLACK & CO., 29 Murray St., 
ew 


en oo 
ADVERTISING NOVELTIES. 


oe Wallete, 4x7, 1.00 1,000 for #10, Ke son 
e leather.” 
5th above Chestnut, Philadeipbis. 


3 NEW Advertising Novelties—A Pencil melee, 
a Nail File, and a Toothpick Samples 
of all three, 10c, Agents wanted. J.C. C. KEN ON 
Owegg, N. Y. 
A COAT HANGER, bearing bearing your name and ad- 
dress, given to each customer, keeps clothes 
n shape and makes friends. It costs little. Let 
us talk itover. BELMAR MFG. CO., Canton. ra. 


RITE for sam ~e and p Aig new combination 
Kitchen Hoo File. Keeps your ad 
before ne housewife vin y business man. THE 
WHITEHKAD & HOAG » Newark, N. J. 
Branches in all large ag, 
66 A USEFUL, unique and effective advertising 
novelty’ist is the Mystic Walle’ 
which es from the SOLI DAY. OVERLAY 
ADVERTISING WORKS, Knox, (nd.”—Advertis- 
ing World, Dec., 1903 Sample of this wallet and 
particulars for 20c.; 1,000 with ad in gold, $38. 
END 50 CENTS for a sample of the finest little 
OO advertising novelty, su iption —- 
and convention ae ever offei ub- 
cA ER- 


iepece and advertise A 1.008 
PETUAL VEST- POCKET MEMORANDUM BOOK. 
Absolutely new and u 








p to-date. Special prices 
in seas Do not fail to investigate caref 
ae 50 cents for sample book. Agents 
wan 


P PUSH & PULL 


The money back advertising novelty for Cloth- 
iers and Furnishers. man who uses them 
scores the advertising success of his town, and 
it coontoas ate a anything. Send a dime for 
samples an a ars. 
os . P. COATES CO., 

Uncasville, Conn. 


ADVERTISING TISING MEDIA. 





CENTS per line for a —_ advertising in THE 
10 JUNIOR, Bethi hiehem, P 
HAresss3 DEALERS’ MAGAZINE  Cireu- 
tion 17,000. 253 Broadway, New York. 


25 ~ CENTS for so condabas 5 days. bight Lint tad 
«0 Brockton, Mass. Circulatio: July, 9,060, 


AS GUIDE, Tewpuestes, N.J. A 
postal card request will bring sample copy, 


, 
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M RITE. to us about “ 8 Business Bringers.” 
THE RELIGIOUS PRESS ASS’N, Phila., Pa. 


an. Then advertise in ANY- 
é A Mpobrs WANE Peekskill, N. Y. Copy 
and 


roe person advertising in PRINTERS’ INK to 
the amount of $10 or more 1s entitled to re- 
ceive the paper for one year 


pk GOODS a! 06 Security Bldg., Chi- 
On to country merchants. Sworn cir- 
culation, 3 adv. rate, $1.50 an inch, 10c. a line. 


T= PROGRESSIVE MONTHLY, intionentie. 

Ind. Best medium for those wantin 
rach agents or the mail trade. Rate, 10c. how 
on request. 


N UST use the REGISTER to to reach agricultural 

Colorado. Our readers are clannish. Dis- 

! } 4 12c.inch. Want ads Ic. a word. THE REG- 
ER, Loveland, Colo, 


Nate BADGER, 300 300 Montgomery Bldg. 

waukee, Wis.,a family monthly cireciation 
general, 60,000 copies, rate 30 cents a line. Forms 
Close the 23d. Ask your agency about it. 


‘ata TALE, Ashland, Or Oregon, has a > 

teed circulation of 2,500 copies eac 

Hey other Ashland papers are rated at les< than 
000 by the ‘Amertenn, ‘Newspaper Directory. 


MILLION TRAVELERS can be_ reached 

monthly through the eastern and western 
sections of the Travelers’ Railway Guide. w rite 
for particulars to 24 Park Place, N.Y. or 158 
Adams 8t., Chicago. 


100 00 GUARANTEED circulation, 2% 
bd cents a line. That’s whet’ the 
PATHFINDER er the advertiser every month. 
Patronized by all leadi l-order firms. If 
you are SAvertising and do not snow of the 
PATHFINDER, you are oer oa ae food. 
Ask for sample and rates. THE PATH ER, 
Washington, D.C. 
te 
ADVERTISEMENT CONSTRUCTORS. 


100% GOOD ads f grocery store $1.00. 
BAIT PUB. to. “Toronto, Can, 


WRITE catc v8. any five, 99c. 
I Sa A COOK. i Rookbort Ind. 


RED W. KENNEDY, 39th and Langley, Chi- 
cago, writes sige your way—his way. 


OR new: nagazine and trade rad 
write C ENC CE R. BROWN, Cress, lows. “4 


PECIAL cuts and special writing for i 
retail business. Very low rates for 52. AR’ 
LEAGUE, New York. 


ENRY FERRIS, his mark, 


Advertising W. rand Adviser. 
Drexel Delain "Philadelphia, 


prsgricat. common-sense, business-bringi 

advertisements written. ESTELLE BLEY 

THING, 22 Munn Ave., East Orange, N. J 
OOKLETS CIRC8. FOLLOW-UP LETTERS. 

The Sorts that Hit the Bull’se 
417 W. 2ist St., N. Y. City. JUSTINE RNS. 

J. JEROME NORDMAN, 

e Advertising Architect. 

Ads that’s Add— Written Right. 

706 Tradesman’s Bank Bldg., Pittsburg, Pa. 


OOKLETS, Mail Cards and heges -, Litera- 











ture of the business-getti —_—- - 
ginal, convinci and effective | th the e: 
They’re by BOTTOLFSON, Box 256, 
Winona, Minn. 
M a ete ys talee ony chet and advertisin; 
ies. in a town 
20,000, "Waves “ Bales $250 in two 


iF 

Tu. WHITE, 345 5 Seymore Av., Utica, N. Y. 

CORTES are my specialty, but I can write 
ie, convinci matter for other 

t too. Will handle most anything but 

Fike my seyle, L FINK, Sr. Fifth, above Chest, The 

0 e 
nut, t, Philadel; iphin, Pen 


RADE winning booklets. ca net 
z card tere, a 


en, illustrated, printed: trite mn (on fotterbend) 

for’ free booklet, “How We Hel: re 
io a SNY 

00. Eilaworth 7 + Chicago. 





[4g a specialist in clean advertising. 
Laundries—Towel Supply Companies— 
Coonming: and Dyei ey Wi ad Cieaning, 
Samples—testimonials— Se: of ability, 
ILLARD BOT1 OME, St. OME, St. Paul Bldg.,.N, ¥, 


M°2, 23 publicity js prepa prepared by adwriters, so 
weit is 8 €00d, some mediocre, but much of itis 


"it m: y knowled, and experience appeals 
you, ye at Your service " to 
SAMES J. NORMILE, 
_Btation F, Bostoa, "Mass, 
CAN serve a few high grade ad 
want good, force feast sive ea 3 
who are ort oe ny the. ,-* lish used, 


pe 
something. I believe I can make this count for 
wa Ss in one np that will sell goods and 


—— 


, CHICAGOAN,” care Printers’ Ink. 


NEED “ VERSUS” ware. 
What men want or need the’ When 
a man wants attention ge . Hanae or his od 
he buys it—i. e., he 
anything to sell NEKD yr — 
any wees WANT it. Fo: those who both ay 
it, and who know the enormously in- 
creased potency of individuality and unusual- 
ness in their announcements, I make a great 
variety of striking thin (such as Catal 
Booklets, Price Lists, Folders, Circulars, M 
Cards and Slips, Newspaper and Magazine An. 
etc.,etc. My plan for making people sus; 
of being abie to help them is to send 
samples of what other people have found help. 
ful. - letter, with a suggestion of vastness for 
secures these samples—postal cards 


do no ot. 
No30. FRANCIS I. MAULE, 402 Sansom St., Phila. 


O ADVERTISEMENT CSET ROC 
mtr and other 
FOR THE BEST A ADVERTISE MENT. 
100 FOR THE SECOND BEST. 
EACH FOR THE NEXT FOUR IN MERIT. 


For the purpose of encouraging amateur ad- 
vertixement constructors, as well S. inviting the 
aid of the masters of the prof the Ripans 
Chemical Company will, within the ext twelve 
months, pay ten dollars each for fifty-two adver- 
tisements submitted to them Lad t they think 
good enough to be worth using, and 
to day as Goceeees. ard at the end of a year—viz., 
December 2, 1904--will award and pay $500 in 
cash prizes for the six best and most effective 
adve ments that have been submitted. 


The advertisements “of, the Ripans Tabules 
have been before the public for twelve years, 


They were the fi ret large advertised pro 
etary medicine ever sold Tablet form. wont, 


They were the first rem for dyspepsia ever 
successfully popularized tt emedy for: advertising. 


They are the only proprietary medicine sold in 
the drug stores at wire price as five cents, 


Company in twelve months. 


A handed. million Ripans Tabules have been 
e—-% drug stores in the United States in 
a single year. 


ry d store in J America sells Ripeng 
Tabuies, and can give names and addres 
perrons who have been benefited by their t oy 
etek a with such persons furnish 
material for effective advertisements of 
Sie ee, Seon eae 
points, but when presen e 
is to thousands of Pr others 
tym like it 


0 had thought themselves 
my ooeaeS on fered in that precise way. 
cures or reJieves one is a boom 

by o 


7 i livi pn oe similar con- 
ditions. The the advertising ¢ “SS ° individual 
cases can 


an advertiseme: “a 


Address 1 fee communications to 
CH ki H. THA 
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NEW FIELD FOR THE AD 

é SCHOOLS. | 

We learn on good authority that the 
demand for clever adwriters is far great- 
er than the supply, and that the scarcity 
keeps salaries high; it would seem, 
therefore, that here is a cnance for some 
of our “Star writers” to replenish their 
empty pockets upon leaving their present 
Somizile. Whether or not we ever look 
upon the art of adwriting as a means by 
which we may make a livelihood, we all 
must pause long enough now and again 
to marvel at the great growth of adver- 
tising. We understand that a young 
man or woman possessed of a common 
school education can, under proper in- 
struction added to reasonable diligence, 
finally be sure of a weekly safary of 
fifty dollars. Those who draw from four 
thousand to fifteen thousand dollars an- 
nually are the picked workers, and yet 

sitions at these high salaries are steadi- 
f multiplying. There will always be 
this “something better” to strive for.— 
“No. 50,526,” in Star of Hope, Sing 
Sing Prison. 


_———~+or———_——_ 
A PERMANENT HOME FOR THE 
DELECTABLE BARGAIN. 

It is our firm belief that the retail 
store whose master means to get out 
of his business all there is in it can 
as well do without advertising or the 
show window as without a bargain de- 
partment. The store that has no bar- 
gain department lacks a feature that 
will, when rightly handled, make busi- 
ness in dull seasons; improve business 
at good seasons; and serve at all times 
as a machine for grinding odds and 
ends into cash. It has ceased to be 
a question whether a bargain depart- 
ment does or does not pay. There 
is scarcely a well-known big-city store 
in the country that does not to-day 
fun a bargain basement and countless 
bargain counters. In simplest terms 
a bargain department is some one place 
in a retail store where practical, low- 
priced, popular goods are brought to- 
gether, and priced so they will impress 
the public as exceptional values. The 
purpose is two-fold: First, to draw 
people into the store and make buyers 
out of shoppers. Second, to serve as 
a regular means of working off odds 
and ends. Call the feature what you 
will—bargain table, s and 1oc counter 
or bargain basement—the principle is 
the same. Metropolitan stores usuall 
conduct bargain basements in whic 
bow place on sale low-priced oes 
and which they advertise through the 
medium of attractively low prices. Yet 
the principle is precisely the same as 
that of the s and toc counter in the 
country store which contains say but 
thirty ‘dollars’ worth of tinware and 
glassware. The one thing needful to 
make a bargain department a success is 
values—stuff that looks to be and 
is more for the money than iaauially 

ven in retail stores. Homegoods fill 
the need precisely. The hundreds of 
articles used in every household—items 
or the kitchen, dining-room and 
chamber—staples in tinware, wooden- 
ware, hardware, china, glassware, 
a eg Ts so a tee grip 

ublic favor.—Folder from Butler 
Brothers, Chicago, 
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IN WORCESTER, MASS. 

About twelve months ago the 
Gazette moved into its present 
building, leaving behind its en- 
tire old equipment. Witha new 
Hoe Press, new Linotypes, new 
type and new outfit through- 
out, its mechanical department 
is distinctly up-to-date. 

The Lvening Gazette is ren- 
dering advertisers the most de- 
sirable sort of service. Its well 
organized carrier delivery—the 
largest in Worcester—gives its 
advertisers ‘ home” circulation. 

Within the city Limits of Wor- 
cester, no paper can render ad- 
vertisers as good service. This 
fact is recognized by Worces- 
ter’s merchants. 

The Gazette has the confi- 
dence and respect of its read- 
ers. Its influence with them is 
a factor in rendering its col- 
umns profitable to the adver- 
tiser. 

Gazette advertising has the 
reputation of bringing custom- 
ers into the stores to buy goods. 

Put the Gazette on your list 
for Worcester. It will give you 
good results. 


For WORCESTER 
The Gazette 


For “Home” Circulation 


The Gazette 


For Best Results in 
Proportion to Cost 


The Evening Gazette 





54 PRINTERS’ INK, 


A cueap dodger, like a beggar, is most 
always stopped at the front door, while 
a newspaper, like a friend of the family, 
gets right into the best room in the 
house and is always welcome.—Jed 
Scarboro. 





THERE are no cut and dried rules for 
making advertising successful. Each 
man has to work out, in a large measure, 
his own salvation. There is, however, 
one sure way to make it pay, and that is 
by persistence and common sense. There 
are no substitutes for these elements in 
advertising or anything else for that 
matter.—Jed Scarboro, 














1,500 Mail-Order Names 
Regular Buyers, $2.50. 
COMMERCIAL ADV. AGENCY, Hamilton, 0, 














TO THE 


EVENING NEWS 


Published at BUFFALO, the American 
Newspaper Directory for 1903 gives a 
much higher circulation rating than is 
accorded to any other daily paper in 
New York State published outside of the 
City of New York. 














Displayed Advertisements. 


20 cents a line; $40 a page; 25 per cent 
extra for specified posttion—if granted. 
Must be handed in one week in advance. 


CHARLOTTE, N. C., “NEWS.” 

An examination of Rowell’s American News- 
paper Directory for 1903 reveals the fact that 
the Charlotte Mews has a higher actual average 
circulation rating, in figures, than any other 
daily in North colina, 














TO THE 
RICHMOND 
TIMES-DISPATCH 


The American Newspaper Di 


rectory 
for 1903 gives a higher circulation 
rating than is accorded to any other 


DAILY PRINTED IN VIRGINIA 





THE FNTERPRISF, 
L. M. TRUXAL, Prores 
MELLE VERNON. PA. 





AA: he: 1903 





Dear Sir : 

















508 PRINTING A SPECIALTE. 


L. M. AR UXAL 


Por 


) 





Send for Booklet of Best Paper File and Only Correct Job Press Feed Guide. 
McCinty File and Feed Gauge Co., Doylestown, Pa. 

















Normal Instructor 
andWorld’s Events 


Control the trade of 


200,000 
Of the Best Mail-Order 
Buyers in the World. 


Your advertisement in these 
publications will bring you your 
share of this trade. Specimen 
copies and advertising rates sent 
on request. 

F. A. OWEN PUBLISHNG CO., 
DANSVILLE, N. Y. 























a! £. 
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Every Advertiser 
in Milwaukee 
USES 


Che 
Evening ((isconsin 


BECAUSE IT 
REACHES READERS 
OF QUALITY 


Advertisers outside of Mil- 
waukee use it for the same 
‘teason and because it sells 
goods 


Write for rates, TO-DAY 
THE EVENING WISCONSIN 
MILWAUKEE 
NEW YORK OFFICE—10 Spruce Street 

i. tative 


C. H. Eddy, Representa‘ 


CHICAGO OFFICE—1002 Tribune Bldg. 
Chas, A, Barnard, Representative 




















You'll Appreciate 
the Difference 


= By anion of your goods through- 
PaaK. i a your ad- 
dees in "ie the toe 


The pooretome oor 


Advertising Co., ppy. 


Limited. 
They are the owners and lessees of 
Over Five Hundred 
wm meygaa and finely built Hoardings, con- 
ning 


500,000 Square Feet of 
a Space 
Meltearnc: the Fed (Federal Capital 
eee ere: ee eet built cley'in the 
Southern i 
They have agencies in 
Every Part of Australia 


for Street, Railway, Tram, Newspaper and 

Journal Advertising. ae ey have ba men 

all over Australia pling, 

woree. 8icn Tagine one ‘ost and Denso 
riting. No work is e |g them to 

undertake, no order too for 


GUARANTEED WORK and LOWEST RATES 
REGISTERED HEAD OFFICE: 
134-136 Flinders Lane, Melbourne 
Victoria, Australia. 

WM. KEMP, Mgr. and Sec’y. 


‘ere ‘London Bank of Austratia, 
on Yea. Te London pe voy ne. 

















= 


which reads in part as follows :— 


little and get much in results. 
customers. 
you a plan for advertising in 1904. 


like the plan. 


No, 33 Union Square, 


b= The Importance 
of Starting Right. 


We have just received a letter from a prominent Western manufacturer, 


“We have yours of the 12th inst., and wish to thank you for 
the same. If some one had talked to us in this — three or four 
years ago, we might now have had a nice bundle at 
tising purposes, but it was spent without satisfactory results.’’ 


We do not make a practice of t 


ing to figure out how much we can get 
an advertiser to — but, rather, to 


levise plans whereby he may spend but 
This may be a unique method of procedure, but we like it and so do our 
would like to know your problems and your conditions and put up to 
e can do the whole thing, or any part of it—or none of it if you don’t 
If you have not done so, write for our little book, ‘*DO MORE Au? 


MAKE MORE,” which describes a plan which we are now using wi! 
splendid results for securing orders through the mails. 


THE GEORGE ETHRIDGE COMPANY, 





and for adver- 











New York City. 































WOOD-ENGRAVER AND PROCESS 
PLATE. 























































Mr. Henry Wolf, Who when the art 
of wood-engraving was in its prime in 
this country was one of the most dis- 
tinguished of American engravers, is 
new almost the last serious practitioner 
that is left of that departed art. The 
glories of the whole nineteenth century 
school of wood-engraving, with all its 
brilliancy and all its charm, are vanished 
quite, and are already become nearly as 
much of a tradition as the memory of 
Bewick, the father of the art. 

The wood-engraver has succumbed to 
chemistry. His work was done on a 
block of box-wood. Hé engraved its 
smooth surface with incised lines or de- 
pressions which escaped the ink of the 
printer, reversing the method of the 
etcher or engraver on metal, whose in- 
cised lines receive the. ink while the sur- 
face goes free from it. The artists for 
the most part drew their designs on the 
reeset block of boxwood. It was a de- 
ightful surface to work upon and many 
artists consigned their designs to the en- 
graver with a sigh. They were really 
beautiful, those drawings on wood; there 
was something charming in the effect 
of the India ink, with the high lights in 
Chinese white and reinforcement every- 
where with the lead pencil, or with the 
brush. They had a quality that was all 
their own and that never was imparted 
to the public, because when it was once 
engraved it had become an art of a dif- 
ferent kind. The enjoyment, therefore, 
of the drawn block was confined to the 
artist and the privileged few. 

Very soon the artists gave up draw- 
ing upon wood. Their designs were 
photographed on the block instead, and 
this had many advantages. In the first 
place, the artist could make his drawing 
any size he liked and could use any 
medium, oil, water-color, black-and- 
white of any kind—anything that could 
be photographed. Thus the engraver 
had before him the original to refer to, 
whereas, when he engraved the original 
he obliterated it piecemeal and there 
were often disputes as to the fidelity and 
accuracy with which his work had been 
done. any artists were never satisfied 
with the engravers’ work; but there were 
not a few who were only too well pleas- 
ed with it, and for good reasons, since 
the engraved product, thanks to the en- 
gtaver, was very much better than the 
original drawing. 

p to about twenty-five years ago book 
and périodical illustration was practically 
limited to wood-engraving. Steel and 
copper-plate work had its place, and lith- 
ogtaphy, too, but popular illustration was 
cary o the hands of the wood-engrav- 
ers. en the process plate began to 
make its appearance. At first it com- 
mended itself by its cheapness, but as it 
was tapidly improved it demonstrated its 
superiority and finally drove wood-en- 
graving to the wall and extinguished it. 
In the beginning, the process-plate dealt 
only with such drawings as were execut- 
ed in lines, that is with a pen and black 
ink unon, white paper. The process was 
photo-chemical. A negative of the draw- 
ing ‘was made and the surface of the 
metal plate was acted upon, eaten into 
or decomposed by the agency of light 
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controlling chemical action, the result 
being a printing surface in relief equiv- 
alent to an engraved surface. The ac. 
tion of light in controlling chemical 
action was the principle invoked and it 
was speedily developed in an infinitude 
of directions and with wonderful results, 

At first the plates were very inferior; 
they would not “print up’ well; the 
lines were “rotten” and no sharp or 
clear impression could be had from them 
by the printer. Delicate shading was 
lost; when fine lines were close together 
they broke down; cross-hatching was 
chaotic, and only bold, open black lines 
were fairly reproduced. Fine pen and 
ink drawings, like Abbey’s illustrations 
to Herrick and Goldsmith for instance, 
were still photographed on the wood 
block and given to the engraver to re. 
produce, although theoretically it was cer- 
tain that the process was best for the 
purpose. It was not long before it had 
overcome all difficulties, and then there 
was no longer any pretence of having 
pen-and-ink work, however fine and deli- 
cate, reproduced in any other way. 

The transition to the “halftone” pro 
cess was only a step and was swiftly ac 
complished. The photographic image 
was mechanically resolved into a print 
ing surface, a surface broken up into 
microscopic parallelograms equivalent in 
their effect to the intensity of the color 
required; and the wood-engraver’s empire 
over tone and its gradation crumbled 
and vanished for ever. 

All modern illustration is produced in 
this way. One sees nothing else in pic- 
torial printing. Occasionally, and at 
rare intervals, one comes across an en- 

raving in one of the magazines by Mr. 
Wolf, or, in the Century a superb plate 
from the hand of Mr. Timothy Cole, in 
his series long ago begun, of wood-en- 
gravings after the Old Masters; but they 
only serve to preserve the memory of 
an art that is dead. 

It had perhaps indifferent claims to 
survival, since it was at best interpreta 
tive and not creative. It created oppor- 
tunities for other artists. Gustave Dore 
owed all his reputation to the wood-en- 
graver Pannemaker, who may be said to 
have created Dore. When Pannemaker’s 
line is eliminated there is very little 
left of Dore. What a host of artists 
reached their public through the wood 
engraver’s patient and faithful work, ar- 
tists who otherwise would have been 
relatively unknown! They could never 
have emerged into prominence in any 
other way. Take all the brilliant names 
in illustrative art for the last half of the 
century and they were all called into be- 
ing by the wood-engraver: John Leech, 
John Tenniel, Du Maurier, Millais, 
Charles Keene, that unrivalled draughts- 
man of the nineteenth century; Birkett 
Foster—indeed, all the men who impart- 
ed such an extraordinary impulse to il- 
lustrated literature and pictorial periodi- 
cals during the last fifty years. It was 
the part of the wood-engraver to in- 
troduce them and to retire. 

Whereas formérly the engraving was 
very seriously considered for its merits, 
its individuality and its style, the mod- 
ern process receives no consideration 
whatever. The artist’s work, the thing 
reproduced, and not the method of re 
production, alone demands attention 
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And yet great skill and inconceivable 
pains are devoted to the making of 
these plates. The photo-chemical pro- 
cess by itself is very inadequate. It is 
relatively flat and colorless and its charm 
of tone and value have to be imparted 
to it subsequently. This can be done 
by no one so well as by the wood-en- 
graver, who is now become a metal en- 
graver, and who instills life into the 
plate, enhancing its blacks, giving vital- 
ity to its high lights and its gradations 
of light and shade, and, in fact, creating 
its printing quality. This man’s work 
is that of an artist, and no mean or 
inconsiderable art is his, but he is, alas! 
unknown. His hire is his reward. 

Familiarity breeds contempt, or, at 
best, only indifference. It is easy to 
imagine, however, what would have been 
the result, if, twenty-five years ago, one 
of our magazines had printed a single 
first class plate of the kind now so thor- 
oughly familiar. What_a sensation it 
would have produced! How wonderful, 
fascinating and wholly inscrutable it 
would have seemed to be! 

The art of wood-engraving was ex- 
tinguished primarily because it was 
costly and the occasions of its employ: 
ment required something cheaper. Had 
the thing which superseded it been mere- 
ly cheap, wood-engraving would have sur- 
vived and have been rarer and more 
choice in its expression. It possibly 
would have soared to even greater 
heights, although that may be regarded 
as doubtful, since its limitations had per- 
haps been reached. We question, for in- 
stance, if the latest work of Mr. Tim- 
othy Cole, and we regard him as the 
greatest of all wood-engravers, shows 
any material advance or improvement, 
technically or otherwise, over his earlier 
work of, say, fifteen or twenty years ago. 
But the superseding process showed won- 
derful susceptibility to improvement. It 
did not stand still for a moment, and it 
does not pause now. It remains far 
cheaper than wood-engraving and it con- 
sumes only a fraction of the time.—New 
York Sun, November 10, 1903. 


NOTES. 
A BOOKLET setting forth the prosperity 


of the South comes from the Atlantic 
Coast Lists, New York. 


Tue Herald, Oakland, Cal., sends out 
a large mailing card containing circula- 
tion figures and information regarding 
its carrier service. 


Farm Loans and City Bonds, a Chi- 
cago monthly devoted to advertising real 
estate and securities, makes a special ad- 
vertising offer on a large mailing card. 


“As Local Advertisers and Others See 
Us” is a compact folder from the Times, 
Forth Smith, Ark. Testimonial letters 
eo information are alter- 
nated. 








To supplement the extensive Metro- 
style advertising in magazines the Aeoli- 
an Company, New York, has published 
a fine large-paper brochure in tints, con- 
taining description and _ testimonials. 
Music lovers will value it for the por- 
traits of musicians and composers. 
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A DAINTY sixteen-page brochure filled 
with thumbnail drawings, shows the in- 
terior, surroundings and location of the 
Niagara Hotel, Buffalo. 


Notan Bros.’ Printing House, Brook- 
lyn, sends out a snappy folder. The 
snap is furnished by a rubber band and 
flap which fly back when the novelty is 
opened. 


Tue use of the American Pedometer 
by the Yale football team is made the 
basis for a forceful folder on this in- 
strument by the American Pedometer 
Co., New Haven, Conn. The printing 
is not attractive. 

A tarcE booklet from Brand & Smith, 
credit house-furnishers, Trenton, N. J., 
takes up every article of furniture and 
fitting needed in a house, and tells of 
the different kinds and qualities. <A 
piece of literature containing so much 
compact information must necessarily be 
good advertising. 


An effective booklet, showing the ad- 
vantages of using electric power sup- 
plied by a company instead of running 
a small plant, is one entitled ‘“‘A Dem- 
onstration,” from the Beacon Light 
Company, Chester, Pa. The plant of 
the Crown Smelting Co., that city, is 
shown in detail, and a technical descrip- 
tion of the two installations, with cost 
of each, is given. 


“Apvice to Stammerers” is an ele- 
gantly printed book of eighty pages from 
Benj. N. Bogue, Indianapolis, setting 
forth his method of teaching perfect 
speech to persons who have inborn im- 
pediments. His own story, his outline 
of the method followed and the opinions 
of those who know him make this a most 
convincing booklet. The statements are 
clear and free from the bombast of the 
charlatan. It is an excellent piece of 
advertising of a dignified sort. The 
printing is creditable to the Procter & 
Collier Co., Cincinnati. 
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ILLUSTRATED ART NOTICE. 








“AN IMPORTED ITALIAN PAINTING,” 
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AT THE 
SPHINX CLUB 


At the ninth annual meeting of 
the Sphinx Club, held in the East 
Room of the Waldorf-Astoria, on 
Wednesday, October 14, 1903, the 





following resolution was passed un- 


animously: 


Moved by Mr. Artemas Ward and 
seconded by Mr. John Lee Mahin, that the 
thanks of the Sphinx Club are due, and 
that they be hereby given, to PRINTERS’ 
INK for its very valuable services in pub- 
lishing the proceedings and discussions at 
the Club’s meetings during the past season. 
This Club desires also to express to the 
publisher of PRINTERS’ INK its appreciation 
of his able, untiring and successful labors 
on behalf of good advertising and of honest 
circulation statements, all of which it is the 
unanimous opinion of this Club has greatly 
benefited the advertiser, the publisher, the 
solicitor, the printer, and in fact every one 
connected directly or indirectly with the 
advertising business. It is the earnest and 
affectionate hope and desire of this Club 
that the publisher of PRINTERS’ INK may 
long be spared for the prosecution of the 
great work to which he has so unselfishly 
devoted so many years of his life. 
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THE 
TROY 
BUDGET 


FoR over a hundred years this 
most excellent publication has 
been giving advertisers the very 
best returns, and it will continue 
along the same lines for all time 
tocome. It reaches 30,000 of the 
right kind of people at the right 
time—Sunday morning. 


"TROY: N. Y., has a population 
of 75,000, with 150,o00 more 
within a radius of fifteen miles, 
and they are a prosperous people. 
Tue Bunpcer reaches these people, 
and they have faith in it—a point 
worthy of the most earnest con- 
sideration of advertisers. 


BU DG LT 26 THIRD ST., 
BU LDI NG TROY, N.Y. 
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READY-MADE ADVERTISEMENTS, 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
caras or circulars, and any other suggestions for bettering this department, 





It is the purpose of this depart- 
ment to reproduce good ads for 
every line of business, but it may 
be that your particular line is not 
represented as often as you would 
like to have it, and, if so, I shall 
be glad to know it. Send in some 
of your own ads for criticism; I 
cannot promise to criticise all that 
come in, but will gladly make such 
criticisms as seem likely to benefit 
other readers of this department as 
well as yourself. Anyhow, I want 
you to send me samples of the good 
things you do in the shape of news- 
paper ads, window cards, booklets, 
etc.; and if you will speak to 
brother merchants about it, I may 
be able to help them, too. Feel per- 
fectly free to write about your ad- 
vertising, whether you are a sub- 
scriber or not; but you ought to 
have Printers’ INK every week, 
because you can get a good big 
five-dollars’ worth from this de- 
partment alone. . 

Right on Time. 


A $4 Oil Heater 


that will give out as much 
heat as many of the stoves 
that sell fer $5, $6, and $7, 
ought to h.ve a special at- 
tractiveness for this cold 
weather. 

There’s sure to be many 
“‘spare-room” emergencies 
that the “Peach Oil Heater” 
will meet most acceptably, 
and they sell for only $4. 











Appetizing. 


Manhattan Club 
Cheese. 


We had a demonstration 
of this new cheese the other 
day and the way it sold was 
surprising. We thought we 
had enough to last a week, 
but, as a matter of fact, it 
was sold all in one day. We 
have just got a new shi 
ment and it will go on sale 
Monday for 10 cents a pack- 
age. 























A Mucilage Ad that Sticks in the 
Memory. 





It Sticks To Stay. 


You business men tired of 
fooling with poor mucilage? 
Buy “Stafford’s Mucilage,” 
bottled in oauart, pint and 
smaller measures. 

The best mucilage too weak 
for your work? Let Staf- 
ford’s Liquid Gum _ get hold 
of it. otands air, shuns sedi- 
ment. Pints 50 cents. Quarts 
75 cents. 

For Library use, Photo. 
mounting, and the like, Staf- 
ford’s Concentrated White 
Paste pleases most. No 
“‘seconds.” 

THE O. A. DORMAN CO., 
673 Chapel St., New Haven, 
Conn. 











This is Very Good as a General Argy 
ment, but it’s Better to Talk About 
One Range at a Time and Explain its 
Good Points. 





When You Buya 
Range 


buy a good range. The few 
doilars difference between 
the price of a good range 
and the price of a poor range 
will more than come back to 
you in the greater economy 
of fuel, the greater efficiency 
and durability of the good 
range. 

WHEN YOU BUY A 
RANGE don’t forget that 
economy of maintenance, 
working convenience and 
durability are the points to 
be considered. Buy a range 
that has a record for giving 
satisfaction in these points. 
For the proof of the range 
WHEN “YOU BUY 

=} BU A 
RANGE you can’t do better 
than buy a Richmond or a 
West Shore. Thousands of 
these ranges are in every 
day use here in Danbury 
and their records are ones of 
invariable satisfaction. We 
want to show them to you if 
you’re thinking of buying a 
range. 
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A Better Headline Would Help. this 
Otherwise Excellent Ad; Say, for In- 
stance, “The Anti-Muss Pencil” or 
Something Like That. 


[Sharpen 
Your Pencil 


with a knife. How long will 
the pencil stay sharp? How 
long will the knife stay 
sharp? Do you enjoy han- 
dling white paper with lead- 
biackened fingers? 

Paper Lead Pencils put an 
end to the whole dirty busi- 
ness. Prick the paper, whirl 
off a strip, and you've a pen- 
cil in shape for hours of 
work. These pencils are 
filled with finest Bawarian 
lead, are rubber-tipped, and 
sell at the ‘‘one-profit” price, 
25 cents a dozen. 

THE O. A. DORMAN CO. 
673 Chapel St., New Haven, 


Conn. 
N. B.—Need Blank Books? 

















The Display Tells the Whole Story. 





We don’t believe the bees 
can produce a more luscious, 
a more perfect table delicacy 
gu. than this 
out 


ite Strained Honey 


we've just received. It’s the 
kind that took first premium 
at the World’s Fair, it is 
far-famed for its goodness. 


15 Cents a Lb. 


is cheap for it—but it’s all 
| we ask. 











“Cast Iron School Shoes” is Old but 
still Very Good—So is the Rest of 
this Ad. 





Boys’ Cast Iron 
School Shoes 


Made of leather that IS 
leather—double sole and tap 
—triple stitched—raw hide 
cap, round toe, laced—the 
best wearing boys’ shoe made 
—and at our price the best 
to -buy—sizes 11 to 2, $1— 
Sizes 3 to 5%, $1.25. 

BARROWS, 
The Shoe Man. 

Retail and Wholesale. 
138 Main St., Norwich, Conn. 
19 Bank St., N. L. 

@s possible. 
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For Picture Framing. 





The Picture 
That Is Turned 
Toward the Wall 


Was NOT framed here. The 
frames we make add so much 
to the attractiveness of the 
picture, that they’re always 
a pleasure to show. The 
FRAME is HALF, you 
bring the other half and we'll 
do the rest. 


JOHN T. HAYES, 
5 Main Street. 





A Very Sensible Argument for Life In- 
surance, Though Not a New One. 








Is Your Life 


Insured ? 


“No, but I intend to. take 
out a policy some time.” 
That is the reply many per- 
sons make to that question. 
Their answer is evidence that 
they ought to carry insur- 
ance. Their “I intend” 
proves it. They say “some 
time.” When is some time? 
That is the question. It 
may be a week, it may be 
a month, during each day 
of which time they are tak- 
ing chances. There is no 
chance about DEATH, it is 
a CERTAINTY. You can- 
not put it off, you do not 
know the hour, you have 
made no provision, some one 
is dependent upon you. 
Good and sufficient reasons 
why you should heed these 
statements and secure honest 
insurance, in an honest com- 
pany. Your ‘some time’ 
may be too late. NOW is a 
safe time. 

CONN. GENERAL LIFE 
INSURANCE CO. 
of Hartford. 
S. S. L7,HOMMEDIEU, 
Agent. 
United Bank Building, South 
Norwalk, Conn. 





A Palate Tickler. 








Here’s an Olive 
Chance. 


Pimentolives. These are 
little olives stuffed with 
Spanish sweet peppers. There 
is no more grateful relish to 
be had. The bottles are not 
large, but they are much 
larger than the price—for 
Monday, ~ cents a bottle. 
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BY GEORGE ETHRIDGE, 


CRITICIOM OF COMMERCIAL 





A young man with a passion for 
statistics once stationed himself at 
a crowded corner for the purpose 
of determining the average number 
of men who turned to look after 
a pretty woman, 

While engaged in the compila 
tion of the necessary data he made 
the remarkable discovery that more 
women than men turned to look 
after an especially fair or well 
gowned piece of femininity, 

This proves that the attractive 
woman is a universal magnet, and 
his deduction was that the men 





turned their heads to admire and 
the women to find out how it was 
done. 

The pulling power of a woman 
as the illustration of an advertise- 
ment is well known, and this is 
one topic of illustration that never 
gets threadbare. 

The only question left to be solv- 
ed is how to do it, and, while there 
are an infinite variety of ways in 
which women can be used for il- 


PRINTERS’ INK, 


COMMERCIAL ART CRITICISM 


READERS OF FRINTER SG INK WILL RECEIVE, FREE OF CHARGE) 
ART MATTER SENT TO MA ETHRIDGE, 


33 UNION SQUARE,NY 





lustratiye purposes, a good many 
of them are to be avoided, 

For instance, the supposedly 
charming creature who_ illustrates 
this Florida Water advertisement 
is so tangled up and entwined jn 
the text of the ad that she is nearly 
lost. No doubt she is irreproach- 
able, if we can get at her, We 
want to see her, but we can't, and 
this is certainly a bad situation, 

In the ad marked No. 2 the text 
and the lady are separated, The 
lady is given the position of prom 
inence which is her right, and we 


MURRAY 


| © 
LANMANS 
FLORIDA 
WATER 


INL UNIVERSAL 
PERIUMI 





No.2 


can look at her, or read the text, 
or both, as we choose. 

It is a good rule in using the pic 
ture of a woman never to let any: 
thing interfere with a full and free 
view of the picture. It is not neces 
sary to kill the reading matter in 
order to do this. Judicious at 
rangement and careful treatment 
will find a way to give each a 
proper amount of prominence and 
display. 
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Leading the 
Procession. 


There are at least fifty ink sales- 
men drumming Greater New York 
daily, and Iam willing to wager any- 
thing from a cigar toa plug hat that 
there is not one among them who 
equalled the record I made in my own 
city during the year 1903. Just think 
of it, 7,669 orders handed over m 
counter and every ounce of the in 

aid for before the packages were de- 
ivered. Not a bad debt during the 
year. About half a dozen kicks which 
were easily straightened out, and not 
a customer lost so far asI know. In 
the ten years I have been selling ink 
I don’t believe | made an enemy 
among the printers, for when a cus- 
tomer writes the goods are not exactly 
up to the standard, | offerno argument, 
but refund his money and reimburse 
him for the transportation charges. 
In many cases I have swallowed my 
medicine gracefully, knowing full well 
that the fault was not at my end. 

Send for my price list. Compare 
it with what you pay for inks on 
credit. Useful hints for the pressroom 
appear in the back of the book. 


Address 
PRINTERS INK JONSON 


17 Spruce Street, New York. 
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PRINTERS’ INK, 


"$5. 00 Per Year. 





The sub-title of Painters’ Ink is, A Journal for Adver. 
tisers, It is published weekly at 10 Spruce Street, New York 
City, at a subscription price of five dollars per year. 

The marvelous development of American advertising runs 
parallel with the history of this journal, From the first it has 
stood for the practical, common-sense things which have to do 
with business promotion, and it is the recognized authority 
among the world’s advertising publications. The rules and 
reasons which govern correct advertising methods are not diffi- 
cult to discover, but they need frequent and repeated restating 
in their various phases to emphasize the vital differences be- 
tween the genuine and the false, This is just the work which 
Painters’ INK can be guaranteed to do, An especially valu- 
able feature in nearly every number, for instance, is an author- 
ized interview with some successful business man, setting forth 
clearly and frankly his experience in the advertising field, 
These interviews cover various lines of activity, but each is 
an invaluable inspiration to every thoughtful and ambitious 
man, 

So it is with Prinvers’ Ink throughout. Theory has to 
make room for reports of actual results. The service which 
this journal gives its readers is one not to be obtained else- 
where, although there are many imitators, 

The advertising business is engaging the thought of some 
of the brainiest men in the world. The present time sees some 
wonderful things accomplished in the way of publicity, but 
greater work is certainly to come. ‘The possibilities which are 
open to a young man or a young woman entering this field are 
stimulating to a superlative degree. ‘The stories of high salaries 
which go with responsible advertising positions are calling 
attention to these possibilities, and many “courses” of advertis- 
ing instruction are now being offered, but a careful study of 
the lesson which Printers’ INK brings each week, at a cost of 
less than ten cents, cannot fail to give an intelligent and prac- 
tical knowledge of the principles which are necessary to success 
in advertising work. Such has been the experience of many 
men who earn their thousands each year. No advertising 
“course” can show equal results. 

PRINTERS’ INK is not designed to entertain, but its reading 
becomes of exceeding interest. Combine with this its value as 
a general business adviser and it will be readily seen that it is 
a proposition which no man of affairs can afford to overlook. 

If you have never seen a copy of this journal, send ten cents 
for one. ‘The first number you receive will probably give you 
a pointer valuable enough to abundantly repay you for the 
effort and the ten cents. Pretty certain that you'll become a 
regular reader, 














